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recent 48D. m+ nomweee MECHANICAL PRINTINGS PRICE UP 


m| Advertiser's 


West 

1 Africa t 
Survey ; 
Renee mail 


THE ORGAN OF BRITISH ADVERTISING 


' Your introduction to Britain’s ° 
largest purchasing group! 


BRITAIN’S Local Authorities 


are responsible for an essential annual 


expenditure of : 


£1,500,000,000 


‘‘The Municipal Journal ’’ is the only pub- 
lication that is read each week by all the 
purchasing officers in every department of the 
2,032 local authorities in the United Kingdom, 
Youradvertisement in ‘‘The Municipal Journal”’ 
reaches every department of every local 
authority—which is confirmed by the fact 
that these purchasing ofhcers in their official 
capacity, place more classified advertise- 
ments in ‘* The Municipal Journal ”’ 


than in any other paper in this country. 


MUNICIPAL JOURNAL 


PUBLIC WORKS ENGINEER & CONTRACTORS’ GUIDE 
Covers a £1,500,000,.0000 market! 


1s. 6d. every Friday 
Holborn 2827 
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ADVERTISER'S WEEKLY 


The Leading 
Weekly 
Journal 
of the 
Furnishing 
Trades... 


‘Copytaster’ is 


cornered 


Sm,—In last week's issue 
Copytaster commented on “the 
riot of colour in a Cooltan ad- 
vertisement,” and went on to sa 
“there was even a girl with pin 
hair in the bottom right-hand 
corner.” 

really must have another 
look at that advertisement, if 
only to see what a girl’s “bottom 
right-hand corner” looks like! 
E. 8S, Woo.r. 
52-58 Tabernacle Street, 
London, E.C.2. 


Hardly cricket ! 


Sir, wish that your corre- 
spondent, C. H. L. Venn, had 
been really drunk, instead of 


pretending to be, when he wrote 
to you last week poe | to the 
e 


grammar of “More people drink 
... than any other brown ale.” 

What is wrong with this? As 
the meaning is perfectly clear, 


THIS WEEK 
Under-advertised products: 
2—Toothbrushes, page 54. 

NEXT WEEK 


Survey of Wales and Border 
Counties, 


there is not the slightest need 
to write “More people drink... 
than drink any other brown ale” 

which, or something like it, is 
what Mr. Venn would appear to 
require. 

Similarly, “More men watch 
football than cricket” is good 
English. But “More men watch 
football than women” might be 
taken to mean that the number 
of men who watch football is 
greater than the number of men 
who watch women. It should 
therefore preferably be written: 
“More men than women watch 
football.” 


London, W.3. 


PuRIsT. 


NORFOLK 


To The Editor... 


COMMERCIAL TELEVISION BILL 
New medium will be competitive 
and ‘unfettered by advertising’ 


Sin,—There is little doubt now 
that during the next decade or 
so commercial TV will be a 
major industry in this country. 

Many interesting facts have 
come to light during the debates 
on this Bill which has been 
opposed and hindered at all 
stages by the opportunist pre- 
dilections of the Labour Party. 
Their opposition to the Bill has 
been continually underlined by a 
very feeble attempt to strike 
another blow against private 
enterprise, irrespective of the 
merits or drawbacks of the Bill 
as it stands. 

That they should have chosen 
the Television Bill as a scapegoat 
does not surprise any student of 
party politics. But that they 
should have displayed such gross 
ignorance of advertising and 
national advertisers certainly 
surprised a great number of 
people. 

Both Sir David Maxwell Fyfe, 
the Home Secretary, and Mr. 
Gammans, Assistant Postmaster- 
General, have taken great pains 
to explain to the House that TV 
in this country would be com- 
petitive and unfettered by adver- 
tising. In other words, totally 
different from sponsored tele- 
vision in America. But no amount 
of elucidation has satisfied the 
Opposition—and even some 
members of the Conservative 
Party! 


Ignorance is paraded 


On the contrary, repeated 

uestions and speeches made in 
the House betrayed the fact that 
many M.P.s, no less than the 

ublic in general, are sadly 

ignorant of advertising and the 
ways of national advertisers. 
From the floor of the House, so 
many inferences have floated up 
to us in the gallery that, had we 
not known better, we would by 
now have recoiled away for ever 
from the evil ways of our adver- 
tising fraternity, 

However, irrespective of the 
many amendments, divisions and 
stray parliamentary red-herrings, 
the Bill will soon be law. As it 
stands now it provides some sort 
of working basis which, although 
by no means ideal, will, at least, 
enable the Independent Tele- 
vision Authority to lay down 
some foundation for a competi- 
tive television service. 


Sree. 69 STR ano 


The Bill has accomplished its 
main purpose which was to end 
the B.B.C. monopoly. But there 
is nothing in it, however, which 
will in any way directly hold up 
the development of the B.B.C. 
services. 

When the present programme 
of B.B.C. expansion is completed 
there will * a 90 per cent 
B.B.C, national coverage. This, 
in point of fact, will be the 
highest in any country. 

Even with competitive com- 
mercial programmes on the air, 
the B.B.C. hopes to set up an 
alternative B.B.C./TV pro- 
gramme, additional to the one in 
being at present. The increased 
television fees will provide the 
B.B.C. with a further £4,500,000 
this year and £7,500,000 the year 
after next. 

TELEVISION EXECUTIVE. 
(Name and address supplied.) 


An answer for 
the Archbishop 


Sir,—I was indeed surprised to 
see the Archbishop of Canter- 
bury, in this week’s debate on 
the Television Bill, suggest that 
the advertiser was bound to exert 
influence on the programmes. 
Surely this does not automatically 
follow, and is an unfair assump- 
tion? 

I cannot imagine that Dr. 
Fisher would agree that those 
advertisers who so readily and 
generously responded to the 
“Save the Abbey” fund tried in 
any way to exert influence on the 
activities of the Church, or on 
the materials to be used in the 
Abbey's restoration. 

J. McL. Morris. 
76 Guildford Road, 
Horsham. 


Selling by any 
other name 


Sin,—The people who spend 
time complaining about com- 
mercial TV (sponsored TV, I 
suppose, would be more correct) 
give me one big laugh. 

As a “consumer” who has been 
“subjected” to TV programmes 
both here and in U.S.A., I've 
always found that if I didn’t like 
a programme I could look the 
other way, or turn the set off, 
depending upon circumstances. 


TEMele 


Jur 8, 1954 


... is the 
Furnishing 


World 


see page 64 


"Phone CHAncery 8844 for rates. 


TRADE CHRONICLES LTD. 
180 FLEET ST., LONDON, E.C.4 
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American TV, commercials 
and all, is not such horrible stuff 
as many who consider themselves 
to be authorities would make 
out. Much of it is miles ahead 
of some of the nonsense dished 
out over here. The big differ- 
ence is that in America they call 
it commercial, while in this 
country there seems to be a 
strong tendency to disguise the 
business of selling by calling it 
entertainment. 

There's a well-known slogan in 
newspaper advertising circles 
back in Canada. It goes some- 
thing like this, “If they get it 
free, they won't pay for it.” Not 
a bad thought, really. Could be 
that moaners against sponsored 
TV have reached somewhat the 
same ccnclusion. “We get it 
free, we don't want to have to 
pay for it.” 

PRO-COMMERCIALISM. 
(Name and address supplied.) 


Hush, hush! 


Sir,—I wonder if those Labour 
M.P.s who so loudly decry ad- 
vertising would be prepared to 
fight the next election without 
any form of publicity at all? 

After all, if an election hand- 
bill, a poster or even a public 
meeting is not a form of advertis- 
ing, then I'm in the wrong 
profession. 

R. F. ANGEL. 
7 St. Mary’s Road, 
Bishopstoke, Hants. 


Slogans from the 


mouths of babes .. . 


Large spaces are being used in 
the national press for a new Surf 
competition, which carries prize- 
money amounting to £5,050. En- 
trants must compose slogans prais- 
ing Surf which three babies pictured 
in the ads could be saying, judged 
by the expressions on their faces. 
Surf packet tops must accompany 
each entry. gents for Surf are 
Lintas Ltd. 
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ADVERTISER'S WEEKLY 


SAMPLING 


IS ONE OF 


THE MOST 


EFFECTIVE FORMS 


There .is no shadow of doubt 
that sampling is one of the 
most effective forms of adver- 
tising. It succeeds straight- 
away in making the potential 
consumer try the product, and 
then, if they like it, becoming 
a regular customer. Advertisers 
who use sampling are reporting 
astonishing increases in sales. 
The outlay for Sampling is 
fairly high. There is the cost 
of an adequate sample plus 
distribution cost. The latter 
can be quite reasonable by 
using our house-to-house 
distribution service, which 
covers every town in Great 
Britain. 

We can distribute samples on 
straight delivery (through the 
letter box) or personal delivery. 


ADVERTISING 


(Knock at the door and deliver 
to the housewife.) Our capa- 
city is 24 million per week, and 
we can cover the entire country 
in just over 4 weeks. The 
distribution system is highly 
organised and under strict con- 
trol of supervisors and in- 
spectors. Full details are given 


‘in our new 64 page booklet 


“ Sample and Circular Distri- 
bution in Great Britain.”’ This 
booklet gives up-to-date hous- 
ing figures, percentage of distri- 
bution that can be effected, 
time required, costs and details 
of distributions in rural areas 
by direct mail. If you have 
not received a copy and are 
interested in house-to-house- 
sampling or circularising, send 
for your copy now. 


CIRCULAR DISTRIBUTORS 


21 LEIGH STREET, LIVERPOOL, | 


TELEPHONE: ROYAL 8861/8 
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ADVERTISER'S WEEKLY 


What the tycoons saw 


THE TYCOON AT HOME is inclined to surround himself 
with the good things of life; he has apparently discovered 
that the advertising pages of THE ECONOMIST supply as 
good a guide to these as any. He tends to drink good wine 
at the right time, hence the presence of these quarter 
pages for Gonzalez Byass* and Baume Watches", in a 
recent issue of THE ECONOMIST. 


* The advertising agents for Gonzalez Byass & Co. are G. Street & Co. Ltd., 
for Baume Watches, C. D. Notley Advertising Ltd. 


in their 
favourite 


JuLy 8, 1954 


THE TYCOON AT WORK is inclined to be a cautious 
customer. But richly rewarding for those with capital 
goods and services to offer. 

Many advertisers have found that at work, as at home, 
he is not uninfluenced by the advertising pages of THE 
ECONOMIST; hence the presence of this half page for 
Pilkington Brothers* in a recent issue. 


* The advertising agents for Pilkington Brothers are F. C. Pritchard, Wood 
& Partners Ltd. 


The Economist 


22 RYDER STREET - ST JAMES’S SWI - WHITEHALL I§tt 
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The Organ of British Advertising 


No, 2,141 
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ADVERTISER'S WEEKLY 


3-nation link-up in 
new ad agency 


FORMATION of a new Canadian advertising agency— 

Pemberton, Freeman, Bennett & Milne—was announced 
at a luncheon at Claridge’s yesterday (Wednesday), attended 
by many leading advertising and advertisement managers. 
Main purpose of the agency, whose ownership is pre- 
dominantly British, is to supply a competent and compre- 
hensive marketing and advertising service for British 
manufacturers in the Canadian market. 


The proprietors of P.F.B.M. 
comprise three advertising agen- 
cies: two British and one 
American. In London, Alfred 
Pemberton Ltd. and the Robert 
Freeman Co., Ltd., handle adver- 
tising accounts of a total 
“billing” value in excess of £14 
million and their accounts in- 
clude many large national adver- 
tisers whose operations are both 
domestic and international. Mr. 
Pemberton and Mr. Freeman 
aw have an_ intimate 
nowledge of Canada. Both 
have spent many years there and 
have maintained constant busi- 
ness interests in the Dominion. 


Marketing problems 


The American proprietor is 
Victor A. Bennett, president of 
the advertising agency of that 
name in New York. It is 
claimed that because of the many 
marketing problems which are 
common to both Canada and the 
United States, his participation 
gives the organisation special 
strength in dealing with the in- 
terests of British manufacturers 
who must take United States 
factors into consideration. Mr. 
Bennett is an Englishman who 
became a naturalised American 
in 1936. 

Jack Milne, managing director 
of P.F.B.M., is a Canadian with 
many years’ background of ad- 
vertising and marketing experi- 
ence in Canada. He was for a 
long while a senior executive 
with the Walsh Agency in 
Canada; and in recent years he 
headed a successful market con- 
sultancy firm in Toronto. Also 
associated with the agency in 
Toronto is Kim Beattie, president 
of the Canadian Public Relations 
Association. 


Gordon Allison, a Canadian, 
has been appointed to manage 
the London liaison office. This 
has been established to keep 
clients in Britain fully informed 
and up-to-date on the Canadian 
“picture” as it particularly affects 
them. 

P.F.B.M. were granted recog- 
nition by the Canadian Daily 
Newspapers’ Association last 
year and have been operating 
since April at their office at 47, 
Wellesley Street East, Toronto. 
The agency is already handling 
the British Woollens Association 
account in Canada (in conjunc- 
tion with the Bennett agency in 
New York which handles the 
American part of the B.W.A. 
programme). It also handles the 
advertising of one of the largest 
insurance companies in the 
Dominion. British firms whose 
interests are now being planned 
are the Cerebos company and 
the Brevitt Shoe Company. 


@ Continued in Stop Press 


Sir Frank 


of the other members of the 
the newly created, 


to remaining a member of the 


oard,” says Mr. Tingay. 


Sir Frank Newnes, 77, 
retires as chairman of 
George Newnes Ltd. 


Newnes—who is 77—has 

retired from the chairmanship of George 

Newnes Ltd., but has accepted the py Bon ge position 
of president, and remains a member of the rd, 

He has been succeeded as chairman by Herbert C, Tingay, 
who remains managing director. 

In a statement to be presented at the annual meeting of 
George Newnes Ltd., and C. Arthur Pearson Ltd., on July 29, 
Mr. Tingay reveals that Sir Frank, who has filled the position 
of chairman for very many years, has retired from the chair- 
manship at his own wish because of advancing years. 

“In recognition of his long association with the business-— 
founded by his father over 60 years ago—it is the earnest wish 
oard that Sir Frank should fill 
indeed specially created 
menage of the company, and shareholdess will happy to 

now that Sir Frank has accepted that position in a 


ition of 


ition 


SPACE-SHIP TECHNIQUE FOR SELLING 


NEW RANGE 
A space-ship technique for 
selling sweets is to be tested in 
three areas in the near future by 
Samson Clark & Co., Ltd. They 
are handling the advertising for 
sweet manufacturers M. Saper 
Ltd., of Leytonstone, who have 
produced a range called the 
Space-Ship Ration. 
The sweets, which retail at one 
halfpenny each, are called Take- 


OF SWEETS 

Off Ration, the Atmosphere 
Equaliser, and the High-Altitude 
Fortifier. All are in highly 
coloured wrappers, and children 
saving the right amount of rr 
pers will qualify for graded ranks 
in the space-ship “crew.” 

Large spaces in the local press 
in the three tests areas, Wolver- 
hampton, Coventry and Ipswich, 
will back the scheme, 


the specialist in selling to 


men — nnn 


sells goods to men at 


an extremely 
economic rate 
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ADVERTISER'S WEEKLY 


ABC figures show 
magazine sales up 


The latest A.B.C. figures for 
Odhams’ big three weeklies, 
show that Woman, recently re- 
ported to be the first women's 
weekly magazine in the world 
selling over three million copies 
per week, has in fact, averaged 
3,043,017 throughout the first six 
months of this year. 

During the past year Woman's 
average net sales have gone up 
by 492,305 copies, an increase 
ot 19 per cent. The increase 
during the period of the latest 
audit is 205,973. 

John Bull has added 104,611 
to its weekly sales over the past 
year and 63,530 during the first 
six months of this year. 

Detailed figures are : — 

Jan.-June | a 

Woman _ — 3,043.0 

John Bull... 1 196,074 

Mlustrated ; -» 1,020,963 

Woman has carried advertise- 
ments for well over 600 products 
this year. During the past six 
months it has produced five 64- 
page issues, each with 27} pages 


of advertisements and numerous 
other large-size issues catering 
for the varied interests of its 
readers, 

The Sunday Times, which in 
January averaged 556,371 net 
weekly sale, reached 601,306 in 
June. ee it claims, is the 
highest figure ever attained by 
oi Sunday newspaper of its 


— the first half of this 
the Manchester Guardian figure 
was 145,636, as compared with 
137,886 for July-December, 1953. 

The Daily Fagnapys June 
figure was 1,053,1 

From Ireland, 3 Kerryman 
reports an ABC, January-June 


= Dec. 1953 Jan.-June 1953 
837 044 2,550,712 

. 132,544 1,091 463 

1,063 ,963 1,109,162 


figure of 26,920—an increase of 
1,467 on the previous 26 weeks 
and of 2,617 on the correspond- 
ing period last year. 


Sales war is hotting up 


The Sunday paper circulation 
war is hotting up. The weapons 
being used are posters, films, and 
heavy press advertising. 

At the same time, retailers are 
being asked to accept extra 
copies—an increase of five per 
cent was the usual request—on 
“see-you-safe” terms. 

This is what some of the 
papers are doing: 

Sunday Express, for its 
Duchess of Windsor story—-a 
two-minute advertising film, 

ysters on 1,000 sites, on the 

Inderground and railway 
stations, and big advertising in 
380 «national and _ provincial 
papers. The campaign will run 
eight or 10 weeks. 

Sunday Pictorial, for its Lady 
Furness—Duke of Windsor 


AA dinner date 


The annual dinner and dance 
of the Advertising Association is 
to be held at the Dorchester 
Hotel, London, on Wednesday, 
November 24, 


serial—eight-inch doubles and 
ll-inch triples in over 300 


papers. 
News of the World—space in 
750 papers for its “painless 
This is a six 
’ promotion, 
Empire News—a special drive 
in holiday resorts. 


KEY SERIES 


Hallamshire Steel have launched 
a series in the trade press, class 
magazines, and some national 
papers showing a variety of hand- 
wrought keys. Downtons Ltd. are 
responsible for campaign. 


£19,445 for 
NABS 


The annual report of the 
National Advertising Benevolent 
Society reveals that the president's 
appeal by Sir Miles Thomas 
resulted in £19,445 16s. 3d. being 
realised—an increase of over 
£1,000 on the previous year's 
figure. 

The annual meeting of the 
Society will be held on Tuesday, 
July 27. 


Which is the odd girl out? 


Hard selling for 
gas stepped up 


Leon Goodman Displays Lid. 
have been responsible for seven 
new display panels installed in 
the North-Western Gas Board's 
mobile display unit for use at 
agricultural shows. 

The new panels carry direct 
selling messages for gas and coke 
and replace the original panels 
which were educational in 
character and told the story of 
the Board’s achievements. 

Three of the new panels are 
animated. One shows hot water 
pouring from a tap. A second 
contrasts the cosy warmth of a 
gas-heated bedroom with the 
chilliness of a room without a 
gas fire: this is done by moving 
shutters, 

The third panel (illustrated 
above) shows a table-top set for 
a meal with nine real plates and 
knives and forks: on each of the 
lates the decorations depict 
ousewives at different household 
tasks, and eight of these are 
“live.” These are the eight 
housewives out of nine who use 
gas for cooking: the ninth is not 
“live.” She is the odd woman 
out who does not use gas. 


Co-operation is discussed by PR 
men and organised advertising 


The Institute of Public 
Relations’ newly constituted 
advertising liaison panel held its 
first meeting with representatives 
of leading advertising organisa- 
tions at a dinner at the House of 
Commons last Thursday. 

Present at the meeting were: 

The Institute of Public Rela- 
tions; A. <A. MacLoughlin 
(president), Lex Hornsby (vice- 
oe. R. A. Paget-Cooke 
(chairman of council), Ian 
Harvey, M.P. (chairman, adver- 
tisin, liaison panel), Leslie 
Har (chairman, membership 
committee), T. H. Traverse-Healy 
(chairman, membership recruit- 
ment committee), Mervyn 
Thomas (general secretary). 

The Institute of Incorporated 
Practitioners in Advertising: 
Col. Alan Wilkinson (president), 
Hubert Oughton (immediate past 
president), Drummond L. Arm- 
strong (director). 


The Advertising Association: 
Norman Moore (president), 
Leslie Room (director-general). 

According to a joint statement 
issued later: 

“Aspects of co-operation and 
many matters of mutual interest 
were discussed. There was com- 
plete agreement on the comple- 
mentary nature of the work of 
the three bodies represented. 

“In particular, there was also 
unanimous agreement on the 
evident need to cultivate the 
interest of the press in satisfying 
the < mge interest of the public 
in news of industrial and com- 
mercial activities of every kind— 
from the shop floor to the board 
room up and down the country. 


“The representatives of the 
ublic relations and advertising 
dies at the meeting decided 
that they would work closely 
together to this end.” 


Poster code : 
is right 
and proper 


: 
| 
| , 
| PB. covering 7 
carrying knocking copy and 
| criticism of other products 
| was described as “right and 
| Min 
| 


by the joint Parlia- 


Civil Aviation, Hugh Molson, 
in the House of Commons 
last week. 

He was answering criticisms 
of the British Transport Com- 
mission’s action in banning 
the poster—“One for the road 
may be one for the grave”— 
at New Street Station, Bir- 
mingham. 

The subject was raised by 


posters sg 2 
to be persisted in, where 
all to end?” 

Mr. Molson said _ the 
Ministry regarded the Com- 
mission as being in precisely 
the same position as any 
other commercial u 
and it was free to follow what 
policy it liked with regard to 
advertising. 

He pointed =. that the 
Commission, on the 
general principles a the or 

nsorship C 


Outdoor ” caetanh Re} 
made no difficulty about pub- 
lishing posters of the temper- 
ance societies which advo- 


Boosting Lancashire 
across the Atlantic 


“During the past r publicity 
by the Association so increased, 
though limited finance still causes 
this to be less than might be 
desired,” says the annual report 
of the Lancashire and Merseyside 
Industrial Development Associa- 
tion. 

So far as overseas publicity 
has been concerned this has in 
the main been concentrated on 
the United States and the num- 
ber of inquiries received has been 
an indication of its usefulness.” 


TEXTILE SURVEY 

A quarterly textile survey 

blished to-day (Thursday) by 
he Times Weekly Review has 
been restyled The Times Weekly 
Review Export Survey of British 
Textiles. It is fully supported 
by advertising. 
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Mechanical printing paper price increase 


three months until the end of 
September. 

An exception is mechanical 
printing paper which is in- 
creased by 10s. to 25s. per 
ton according to quality, bring- 
ing the minimum mill price 
for the lowest and highest 
qualities to £56 15s. and 
£79 15s. respectively. 


printing is widely 
used for periodicals and is 
usually supplied in substantial 
tonnage. 

Otherwise the paper mills have 
kept prices at their present 
levels, although wages, coal 
and chemicals and other manu- 
facturing costs have gone up. 

Demand for all grades of paper 
and board continues at a high 


level and some mills are con- 
cerned about wood pulp stocks 
for the winter. 

The amount that can be imported 
is limited by currency alloca- 
tion and an increase in the 
sum authorised by the Govern- 
ment is hoped for. 

Freedom from newsprint ration- 
ing in 1955 is imperilled, states 
the “Daily Express,” by the 


announcement that 
manufacturers in Britain are 
not prepared to carry out their 
undertaking to supply an extra 
50,000 toms next year. 


The “Express” adds: It is up to 
the Government to fill this gap 
by sanctioning further supplies 
from abroad. For freedom in 
Britain can never be complete 
while the press is in chains, 


More men than women go 
to cinema twice weekly 


At least a third of the adult population may be regarded 
as regular cinemagoers, according to a statistical digest 
prepared by the British Film Producers’ Association. 


This proportion of the popu- 
lation, it is stated, either go 
regularly to the cinema (usually 
the same one) whatever the film, 
or go regularly to whatever is 
the best film of the moment. 

More women than men go to 
the cinema once a week, but 
more men than women go twice 
a week or oftener still, Just 
over half the members of the 
average film audience go twice a 
week or more, just over a third 
only once a week, 

Families in what the digest de- 
fines as the working class and 


the poor go most often to the 
cinema, those in the lower middle 
class (in which the head of the 
family earns between £400 and 
£750 a year) rather less often, 
and in the. middle class and 
“well-to-do”—that is, all families 
with the head bringing in more 
than £750 a year—least of all. 

The decline in cinema attend- 
ance in 1953 was slightly less 
than in 1952. Admission figures 
rose slightly in London, the 
south-east, the south, and the 
east, but they went on failing in 
the north, the west, and the 
Midlands. 


Pearl and Dean will stage quarterly 


press show 


A press show of a selection of 
Pearl & Dean colour filmlets and 
one-minute and two-minute films 
produced during the past year 
was held in their private theatre 
last Friday. In future, Pearl & 
Dean will hold a quarterly press 
show of everything that they 

WEEKLY 


produce. 

ADVERTISER'S film 
correspondent writes: 

The programme, introduced by 
a number of filmlets for local 
advertisers, consisted of 24 film- 
lets, 10 one-minute films and two 
two-minute films. They have all 
been shown to the public and 
many have already made a big 
advertising impact for such 
national brands as Lucozade, 
Rolo, Du Maurier, Spry, Coco- 
Cola, Max Factor, Lux and 
Batchelor. 

The general impression is one 
of gaiety and brightness, en- 
hanced by good colouring and 
effective commentary, occasion- 
ally in the form of catchy songs. 
Guinness makes an appearance 
in screen advertising with a par- 
ticularly amusing Joop Geezink 

film, in which a farmer 

horse show finishes by 
placing his horse in the cart and 
dragging it off the field. Joop 
Geezink also provides another 
amusing puppet film for Gillette. 
In a one-minute film for Coun- 
tess Shampoo an effective shot is 
apparently taken under water. 


of ad films 


Philip Harben a 
filmlets (Phoenix Glassware and 
Albatross Flour), and Gilbert 
Harding and Stirling Moss in one 
of the two-minute productions, a 
Players Cigarettes film about 
motor racing. 


Ts in two 


Guiding principles 


for media research 

It was reported at the annual 
meeting of the British National 
Committee, International Cham- 
ber of Commerce, in London, 
that it had been decided to con- 
centrate further study on the 
development of advertising cam- 
paigns and market surveys. 

A small working group, on 
which the British National Com- 
mittee was represented, had been 
set up to prepare a draft series 
of recommendations of the guid- 
ing principles to be followed in 
press media research. 


Trade press editors 
address WTA school 


Members attending the annual 
summer school of the Wholesale 
Textile Association, held at 
Worcester College, Oxford, will 
hear five-minute addresses from 
trade press editors this (Thurs- 
day) afternoon. 

The session is titled 
your trade press.” 


“Meet 


A view of the interior of the “Evening Chronicle” new smalls advertise- 
ment office in Cross Street—opposite the Royal Exchange. 


Face value 


“Recognise this gentleman?” The 
photograph is being sent with 
this sales message to agents 
and prospective advertisers by 
“Esquire” magazine. 

“He recently bought a 1954 car. 
It's a fine car. It looks fine. 
It's built well. With proper 
care it will last him a very long 
time. But he's already planning 
to trade it in for a 1955 car 
the moment the new models 
arrive. 

“That's the true force of fashion 
in action .. . perpetual change 
for the better . . . the manu- 
facture of which is the life- 
blood of a healthy motor-car 
industry. 

“Recognise the gentleman in the 
attached photo? Of course 
you do. He's your best pros- 
pect for a new car in the 
autumn. He's the typical 
‘Esquire’ reader.” 


BIG BLOW UP OF 
THE ‘SMALLS’ 

A new classifieds advertise- 
ment office was opened by the 
Evening Chronicle (Manchester) 
in Cross Street, Manchester, on 
Monday. (The office is near to 
that of the rival Evening News.) 

An I! ft. * 6 ft. replica of 
an Evening Chronicle classified 
page forms part of one wall, and 
the gay contemporary decor of 
the new office features scarlet, 
black and white curtains, with 
special adjustable lamps in 
black, lemon and white, con- 
trasted with turquoise. 

News photographs are dis- 

layed in colourful shadow 

xes in the windows, while wall 
files of current issues of the © 
Evening Chronicle are available. 

Also in the city centre the 
Evening Chronicle has 48-sheet 
poster solus sites carrying the 
message “More and more people 
are using small ads in the 
Evening Chronicle.” 


Deep freeze product 


in 6-colour film 

The current issue of Food 
Trade Review carried two pages 
of advertising for Diophane 
cellulose film, manufactured by 
Transparent Paper Ltd. A sample 
of one of the latest packaging 
materials prepared by the firm 
was attached to each copy of the 
journal. 

The sam is of Diophane 
film printed in six colours, for 
Gold Colderops Label quick- 
frosted green peas, 
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COMMERCIAL TELEVISION BILL 


Juty 8, 1954 


Ad spending spurt and newsprint shortage 


make new medium necessary, Lords told 


‘PRESSURE ON NEWSPAPER SPACE WILL 
CONTINUE’ SAYS LORD LAYTON — 
A DVERTISING—target of much criticism during the 


commercial 


television controversy—found several 


champions in the House of Lords last week. The final 
debates on the Government's Television Bill were notable 
also for Lord Woolton’s suggestion that the B.B.C.’s mono- 
poly in sound radio must not be regarded as permanent. 


Recalling that he had begun 
by believing that the genepey 
should be maintained, rd 
Woolton said that events had 
caused him to change his mind. 
The power to broadcast from 
other places—from Southern 
Ireland or from Luxembourg— 
had already gone far to remove 
the B.B.C.’s monopoly in sound. 
However, it was no part of the 
Government's policy at the 

resent time to interfere with the 

.B.C.’s monopoly to broadcast 
sound, 

Lord Woolton said that, as one 
who had had much experience 
with newspapers and with the 
advertising profession, he had 
found both of them conscious of 
their responsibilities. As he had 


HIS POSTER, produced 
jointly by the Western Region 
of British Railways and the 
Paignton Council, was awarded 
the Tattersall Trophy for the 
most attractive holiday poster of 
the year at the recent annual 
conference ef the Association of 
Health and Pleasure Resorts held 
in Douglas, Isle of Man. This 
is only the second time the cup 
has come to the south-west since 
it was presented in 1932 by Coun- 
cillor V. R. Tattersall, at that 
time Mayor of Southend-on-Sea. 
The designer of this year's 
winning entry was R. M. Lander 
of New Malden, Surrey. 


watched men who were con- 
cerned with advertising and with 
the remarkable development that 
had taken place in their tech- 
nique, he had been much 
impressed. They gave to it the 
restraints of professional con- 
duct. He was satisfied that the 
advertising men of this country, 
in the matter of both competence 
and state, were a reliable body 
of people from whose activities 
the legislature need have no fear. 
Earlier in the debate, Lord 
Layton had forecast an increased 
future expenditure on advertis- 
ing, which, combined with a con- 
tinued shortage of newsprint, 
proved a reason why advertisers 
wanted a new medium. The 
press at the moment was quite 
unable to accommodate all the 
advertising offered, he said, and 
there were reasons for thinking 
that this condition would con- 
tinue for a considerable time. 


Advertisers will be seeking a 
market 


There was no early prospect 
of an enormous increase in the 
supply -of newsprint which 
might absorb the advertising. 
Moreover, a substantially smaller 
percentage of the total value of 
consumers’ expenditure was being 
- ge on advertising than before 
the war. 

Expenditure on consumption 
had trebled since 1938; expen- 
diture on advertising had only 
doubled. 

Answering critics who con- 
tended that advertisers would 
have a powerful influence on the 
programmes Lord Layton said: 
“It will be the advertiser who 
will be seeking a market, not the 
contractor who will be seeking 
the advertiser. 

“I welcome the emphasis 
which is put in the Bill upon a 
high standard of advertising, 
upon truth and good taste in 
advertising. And I do it not 
merely in the case of television. 
I welcome this pressure which I 
should like to see exercised in 
all branches advertising, 
including the press.” 

Lord Moyne, vice-chairman of 
Guinness, said his company 
might be compelled by competi- 
tion from the soft drink industry 
to use the new medium. He dis- 
agreed with Lord Layton. He 


They quoted 
‘Ad. Weekly’ 


“Advertiser's Weekly” was 
quoted on several occasions 
in the Lords debate. 

The Earl of Selkirk gave 
particular emphasis to our 
“Comment” on June 3, this 
section of which he read for 
the benefit of Viscount 
Samuel: 

“The Government’s de- 
cision that the agents are to 
play no part in television 
programmes will be wel- 
comed by all responsible 
members of the advertising 
business. So far from wish- 
ing to have anything to do 
with loopholes the ‘Adver- 
tiser’s Weekly’ is proud to 
have played a part in writing 
into the law of the land a 
rule which has for years 
been accepted by the adver- 

tising profession.” 


thought the existing advertising 
media were adequate and that 
the vast expense of the additional 
medium was, nationally speaking, 
unjustified, 

He recalled: “It is a matter of 
history that we refrained from 
using press and poster advertising 
until as late as 1928, when, 
although we had by then be- 
come, I believe, the largest single 
brewery in the world, without 
having to ‘blow our own trum- 
pet’ on the hoardings, we felt 
ourselves obliged to do as others 
were doing. I hope that we may 
be said to have blown our 
trumpet in a tuneful manner. 
If we are compelled to play in 
the proposed new commercial 
circus, | hope we shall do so 
creditably.” 

The Postmaster-General, 
Earl De La Warr, commenting 
on the demands for proper 
safeguards of standards, said 


No bogus doctors 


The possibility that fictitious 
doctors dressed in white coats 
and holding stethoscopes might 
appear in commercial television 
programmes to advertise drugs 
and treatment for various ill- 
nesses was raised at the British 
Medical Association’s conference 
in Glasgow. 

The conference passed a reso- 
lution “that the televising of 
advertisements for pharmaceuti- 
cal drugs, either directly or in- 
directly, by the science-survey 
type of programme or by ficti- 
tious doctors giving fictitious 
advice would be prejudicial to 


he had had just as much pres- 
sure for proper safeguards 
from commerce, from adver- 
tisers, advertising agents and 
the retail trade as he had had 
from anyone else. 

Critics of advertising in the 
House were attacked by Lord 
Balfour of Inchaye who said: 
“They have created, as it were, 
a sort of class of potentially 
guilty men in these advertisers, 
when in fact the advertising men 
of Britain have shown, both by 
posters and in newspapers, and 
indeed when they have taken part 
in sound advertising through 
Radio Luxembourg, the dignity 
and decency which we expect 
from our commercial life.” 


The debt which is owed to 


advertising 

Lord Bennett of Edgbaston 
deprecated the suggestion that 
advertising was “not quite nice”; 
that it was something that ought 
not to be done. Like Lord Lay- 
ton he did not think they realised 
how great a debt they owed to 
advertising. 

“What would our journals and 
newspapers be like if there were 
no advertising?” he said. “They 
are what they are to-day because 
of advertising. We should not 
get the service we do from our 
newspapers and journals if there 
were no advertising. 

“Look at those journals which, 
for various reasons, cannot have 
advertising, and see what a 
colourless lot of literature it is! 
The journals and the literature 
we enjoy to-day are based largely 
on advertising. We get nice 
supplementary brochures and 
special articles from some of the 
leading newspapers. But do not 
imagine that they are given to 
us: they are paid for by the ad- 
vertisers, and we should not have 
those special editions, which are 
most valuable, if it were not for 
the advertising. 

“Advertising to-day is an 
absolute necessity, and we cannot 
do without it.” 


on commercial TV 


the best interests of medical 
practice in this country.” 

Dr. H. Guy Dain, a member of 
the council and chairman of the 
public relations committee, told 
the conference that the B.M.A. 
had been offered a seat on the 
advisory committee to deal with 
standards of behaviour, including 
medicine, on commercial TV. 

“This will provide proper 
standards on television and will 
prevent the personating of 
doctors and the advocating of 
the use of particular medicines,” 
he said. 
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‘Two Freds’ programme will go 
to 5,000 industrialists 


To encourage the booking of space in this year's “ Two 
Freds” cricket match programme in aid of N.A.B.S., 
ADVERTISER'S WEEKLY has offered to mail up to 5,000 copies 
to a selected list of manufacturers and industrialists through- 
out the country. In addition to this circulation, copies will 
be “on sale,” for a donation to N.A.B.S., at the Hurlingham 
Club on September 8 when the match takes place. 

Once again the Hon. Lionel Berry, deputy chairman, has 
said that Kemsley Newspapers will print the programme as 
a gift to N.A.B.S. 

Much interest has been aroused by last week's announce- 
ment that C. & E. Layton are prepared to make free of 
charge the full-colour blocks for 12 pages. Within a few 


At the “Shepton Mallet Journal” centenary celebration luncheon, 

!. to r. G. E. Finucane (editor), Geoffrey Smith (president, Newspaper 

Society), Mrs. Roy Clare, Roy Clare (chairman, Clare, Son & Co., 

Ltd., Wells, publishers of the Mid-Somerset series of newspapers) and 
A. L. Coles (general manager and a director). 


Centenary celebrations 


Advertising ‘the great propelling 
power’—100 years ago 


The Shepton Mallet Journal 
became 100 years old on Friday 
of last week. This noted Somer- 
set paper was born as soon as 
that “tax on knowledge,” the 
newspaper stamp duty, was 
abolished in 1854. 

A special centenary number 
published last Friday reproduced 
the original front page, which 
showed that a bold bid for ad- 
vertising was made in the very 
first issue. Under the date line, 
right across the page, appeared 
this message: “Advertising is to 
Trade what Steam is_ to 
Machinery—the great propelling 
power; and yet there are some 
persons so blind to their interests 
as to ponder over an expenditure 
which would yield them from a 
100 to a 1,000 per cent.” 


The soul of business 


The front page carried, in 
addition to a number of adver- 
tisements, a leader headed “To 
Advertisers.” It began: “It may 
be boldly asserted of this little 
Periodical, that the medium for 
advertising, conveyed in _ its 
columns, cannot be approached 
by anything which has hitherto 
appeared.” And it ended: 
“When business falls off and the 
amount of daily takings decrease, 
Advertise! Depend upon it, 
judicious advertising in papers 
in your own locality, and within 
reach of those likely to be your 
customers is the very soul of 
business.” 

That the Shepton Mallet 
Journal continues to hold the 
confidence of local advertisers is 
shown in the large number who 
took space in the 16-page cen- 
tenary issue. A full page was 
taken by Showerings Ltd., of 
Shepton Mallet, who market 
Babycham and Rosayne. 

The Journal was promoted by 
Francis Byrt, member of a local 
family long known for independ- 
ence and fearlessness, and who 
had campaigned against the 
newspaper stamp. His eldest 
son, Albert, started the paper as 


a four-page folio sheet. The 
Journal passed in due course to 
his son, also named Albert, and 
then to the latter's son, Reginald, 
who remained proprietor until 
1949, when the paper joined the 
Mid-Somerset yg 4 published 
by Clare, Son & . Ltd., of 
Wells. 

The centenary issues carried 
goodwill messages from the 
Bishop of Taunton and a number 
of local notabilities; items and 
illustrations of historical interest; 
a contest inviting readers to 
identify local trades people; and 
an article from an issue of 1856 
giving an imaginative forecast of 
“The World in 1950,” one of 
the illustrations to which was a 
weird-looking flying contraption 
captioned “Aerial machine re- 
turning from India.” 

Prominent representatives of 
the civic and industrial life of 


* the district were the guests of the 


an nay at a centenary 
uncheon on Thursday when Roy 
Clare, chairman of the company, 
presided, and Geoffrey Smith, of 
the Evesham Journal, president 
of the Newspaper Society, pro- 
posed the health of the Shepton 
Mallet Journal. 


Churchill praises 
‘Yorkshire Post’ 


The Yorkshire Post marked its 
bicentenary issue last Friday with 
its first 20-page issue since before 
the last war. 

Among those whose congratu- 
latory messages were reproduced 
were: H.M. the Queen, the 
Princess Royal, and Sir Winston 
Churchill, who wrote: “As a 
constant reader, with some per- 
sonal experience as a journalist, 
I have no hesitation in proclaim- 
ing the excellence of this famous 
Yorkshire newspaper.” 

Two pages of messages include 
tributes from the Archbishop of 
York, Anthony Eden, Lord 
Woolton, Lord Halifax, and Sir 
David Maxwell Fyfe. 


hours of this news, Crawfords and Bensons booked full colour 
pages. 

This year a second colour will also for the first time be 
available to advertisers. For programme space please contact 
John Sime, 180 Fleet Street, London, E.C.4. Chancery 8844. 

All editorial blocks will again be made free by Gee & 
Watson, Ltd. in fulfilment of last year's promise by 
A. Edward Jones that they would do so “this year and every 
year. ' 

The cover being designed by Ronald Searle* will be in 
full colour. 

Anyone who aspires to cricketing fame, and fancies his 
chances of playing in the “Two Freds” match, should forward 
his name to Ray Nash, of Dudley Turney & Vincent, Ltd., 
19 Buckingham Street, W.C.2. 

The captains will be—H. H. |. (Doc) Gibbons of Berrow’'s 
Worcester Journal, Press XI, and Pat Auld of Auld & 
Tilbury, Ltd., Agents XI. 


* Ronald Searle “Mainly Personal”—see page 84. 


Berkeley Coachwork Lid., Biggles- company's 
wade, have delivered to Auto Tyre livery. The unit is lit 


Services Ltd., Basingstoke, a cara- —_ 
van designed and equipped as a ‘our lights are fitted over the 

mobile display unit for the com- play cabinets masked by special 
pany’s Blue Peter agricultural re- pelmet. 


treads. It will be used at leading with oversize tyres as samples of the 
agricultural shows throughout the 


country. The caravan measures it will have travelled over 6,000 
22 x 74 ft. and is decorated in the 


paign announced the Evening 
News serialisation, which began lands were used in the amon 
on Monday, of new Elstree for the new serial. A film strip 


Studios’ film for A.B.C., “Happy of Noelle Middleton, who makes 
Ever After.” 


dark and » y blue 
Calor 
as, and is also wired for electri 
The caravan is supplied 
company's products, It is estimated 
miles by the end of September. 


AD BOOST FOR NEW FILM SERIES 


A large-scale advertising cam- the South Coast, London and the 
i Home Counties up to the Mid- 


her film debut in “Happy Ever 
The film was named asa result After,” is being shown 70 times 


of a poll organised jointly by a day for 10 weeks on Screen 


A.B, and the Evening News Sites’ Coventry Street screen. 
among ? paper's readers to find Further serialisation of “Happy 
an apt title. 


Ever After” will follow in pro- 


Thousands of posters covering _vincial papers. 
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ae Faber 
anes at RCN 


w. art Rumble, chairman of 
Roebe re rowther & Nicholas Ltd., 
pa that ——— Walker 

s appoin ma ing 
director of RCN i aa las 
O'Farrell, assistant ae... dir- 
ector, Both have been associated 
with the agency since its inception, 
and their new appointments, says 
Mr. Rumble, mark an important 
stage in the programme of R.C.N. 
expansion and development. The 
deputy chairman, . Nicholas, 
continues his direction of the 
creative — of o comyy. 


Associated Newspapers announce 
that Brian V. C. Harpur has been 
oppemntes manager of the Evening 

ews. He was formerly assistant 
manager of the Scottish Daily Mail 
and came to London as sales and 
distribution manager of the Evening 
News in July, 1952. While his new 
appointment, which took effect 
from July 1, will widen his tegarest. 
his main responsibility will still be 
the sales and distribution of the 
paper. 


John Osborne retires 


John Osborne, director of Evans 
Brothers Litd., and advertisement 
manager of Teachers World and a 
large group of the firm's journals, 

retired. He joined Evans 
Brothers from Odhams in 1913, A 
farewell party was attended over 
120 colleagues and friends, including 
the chairman, Sir Robert Evans, 
and the other directors. 

Mr. Osborne's portrait has been 
added to those in the board room 
of the founders of the firm and 
distinguished past members of the 
staff, A co was recently pre- 
sented to Mr, Osborne 

M wrence (Mrs, A. W. 


argaret 
Rossiter), who > bee been Mr. 
Osborne's assistant for many years, 
has been appointed advertisement 


manager. a 

Edward Richmond, P of 
W. S. Crawford Ltd., has been 
appointed director in charge of the 
ency'’s financial department, from 

which Harris has 
pen retired. r. Richmond 
will be assisted in the department 
by Eric Braithwaite, who will be 
executive manager, and by Eden 
Jordan, city representative. r 
mm oy wt appointed to 4 
ts lid rawford Ltd. 


a * o 
Vern Sladek, former research 
librarian at McCann-Erickson Ad- 
vertisi Lid., has 
researc department 


The National Milk Publicity 
Council have appointed 8S. Gordon 
Coller as executive officer to the 
Council, Mr. Coller will be res- 
ponsible for liaison between the 
Council and their advertising agents, 
Mather & Crowther Ltd., for public 
relations in the milk field, and for 
the execution of the other activities 
of the Council. Mr, Coller has 
latterly been responsible for the 
— relations campaign for Equal 
ay for Women, which was run 
Hereward Phillips Ltd. on behalf of 
the staff side of the Civil Service 
National ame cone, 


Geoffrey Rend a fonmery of the 
export partment Colman, 
Prentis & Varley tea” has joined 


Berkeley Artists as a representative. 


ISBA executive 


At the first meeting of | 
Council of the Incorporated Saciuey 
of British Advertisers for the year 
1954-55, an executive committee was 
ap inted y! follows: 

kG Esso _- 
eH (ia R. W. 
Prudential Assurance Co., Lid.: 

um hilton, Horlicks Lid. ; 
F. W. Paul Corbould ve _imter- 
national Ltd. ; it. 
North Thames on we, B. “— 
CM Allen Hanburys Ltd. ; 
Muir, Chivers & Sons Ltd.; 
Pick, Arthur Guinness Son & 
Cs. (Park Royal), Lid.; A. R. M. 
* Gillette Industries Ltd. ; 
R. he Crookes 
Laboratories Ltd. ; ‘Bast . G. 
Tangyes. Lid. ; = 
te Yardley & Co., itare 
Thos. Hedley eg o 
Ltd. ; ‘ord §=6©Turner, Glaxo 
Laboratories Lid.; H. K. Wake- 
field, Geor "4 & Son Ltd.; 
Douglas Wilson, The United Steel 
Companies Ltd.; C. Alan Wood, 
Hovis Lid.; and C. B. Wrey, The 
Imperial ‘tobacco Co. (of Gt. 
Britain and og & Ltd. 

Mr, Wrey was also co-opted to 

membership of the council. 


New space buyer 


H. G. Cunningham has joined 
F. John Roe Ltd. as London space 
buyer. For four years he has 
assistant space buyer with S. T. 

Garland dvertising Service Ltd. 
and before that was with the 
marketing and market research 
departments of the J. Walter 
‘Thempece Co. usd. 


Thomas 
relations officer 
Ferguson, Coventry, education de- 
rtment since 1952 has joined 
emp’s Directories as sales pro- 
motion manager. He will work 
closely with F. Davis who is respon- 
sible for firm's information 


Alan Y arwood 


I. W. Griffiths, at present sales 
manager of Perry Colourprint, is 
leaving at the end of this month to 
join Day & Wilkins Ltd., the litho 
and letterpress printers, as sales 
manager. Before and after the war 
he was space selling for George 
Newnes, after becoming publicity 
manager of a group of companies 
in North London. 

o 6 . 
wen Norah Osborne, wife of 
. E. Osborne, chairman and man- 
seine director of Osborne-Peacock 

.. Ltd., has again got a picture 
in this year’s Royal Academy. It 
is a watercolour depicting a snow 
scene on the south coast, painted 
last spring. 

- * * 

Geoffrey Hutchings, the honorary 
solicitor of N.A.G.S., was a S- 
senger in a car which’ was invo ved 
in a crash in Paris last week-end. 
He was cut, bruised and temporarily 
“knocked out,” but after treatment 
was able to return to London. 

* * * 

Moving to Leicester Co-operative 
Society to start a public relations 
office and market research depart- 
ment for the society is Alan 
Yarwood. He is leaving the Bristol 
Co-operative Society where he was 
engaged in a similar capacity with 
the addition of press advertising 
and editorial duties. 

* * * 

lan F. Buchanan, managin 
director, of Granthams of Reading 
Ltd., was presented by his wife 
with a son—on the day the agency 
ond its diamond session. 

* 


May Marshall, ities editor of 
Neves Mirror, has retired after 
over 14 years’ service, She was 
given a television set and a cheque 
on her departure. 


V. Sladek 


G. House 


Robert E. Kenyon, Jr., has been 
named publisher of Printers’ Ink 
and vice-president of the Printers’ 
Ink Publishing Co. Inc. As pub- 
lisher he succeeds C. B. Larrabee 
who has been named chairman of 
the board. Richard W. Lawrence, 
Jr., formerly vice-president, has 
been elected ae, a post also 
frovleuny held by Mr. rrabee. 

r. Kenyon became advertising 
director of Printers’ Ink in 1950, 
a joined the publication in 


Burnt her books 

Mrs. Margaret Keasley, assistant 
at R. Anderson (Advertising) Co., 
Ltd., to the managing director, P. E. 
Stodart, a Peer on television’ s 

“Guess My Story” on Sunday even- 
ing. She beat the panel and cere- 
monially burnt some ration books 
to ontone the end of meening. 

* 

Doig Adeittiales Ltd., "ae New- 
castle-upon-Tyne agency, are 
forming a press and public relations 
department. In charge is 
House, who for the past few years 
has been with the the CO. in their 
northern region office = assistant 
press ee. 


Recorder, has joined Time & Tide 
as general advertisement manager 


in succession to A. J. Richmond, 
who has — 


Velen | Noble ee — appointed 
Publicity officer for the north region 
of the B.B.C., succeeding Reginald 

- who was recently appointed 
Liverpool representative. Mr. 
Noble, who joined the B.B.C. as a 
news talks producer in 1946, was 
appointed news assistant on the 

orth Regional staff in 1950. 


MO. FLEET 


STR ET, LONDON, 
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»+. and one person 


reads the 


Sunday Pictorial 


every week 


out of every three 


Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. 

For, with an average net sale of 5,373,027, the 
Sunday Pictorial goes into millions of homes all 
over the country. It is read by every adult 
member of the family on the best advertising 

day of the week—the day they have time to read 
advertisements at leisure, and sales messages sink 
in. Space in the Sunday Pictorial is exceedingiy 
economical too. Compared with 1939 its 

square inch per thousand rate has increased much 
less than that of any other Sunday newspaper. 
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Importance of packing 


in export markets 


ee ee eee geteinty ts oon 

sumer goods, depends ely on the printing and packa 

industry, Sir Wavell Wakefield, chairman of the rae 

mentary and Scientific Committee, stated at the annual 

luncheon of the Printing, Packaging and Allied Trades 
Association. 


Research 

He said that, again and again 
when —— abroad, he had 
noticed how foreign goods at- 
tractively packed had sold in 
preference to British goods un- 
attractively packed. In payin 
a tribute to the work o 
P.A.T.R.A. he urged that de- 
velopments in _— and pack- 
aging should available 
to industry in Britain before, and 
not after, other countries. 

At the annual meeting pre- 
ceding the luncheon, Dr. G. L. 
Riddell, director of research, re- 
vealed that a programme of 
research on assessing print 
quality has been agreed and good 
progress has been made with the 
control of colour intensity as the 
sheet was being printed. Two 
new kaging items had been 
started: the cutting and creasing 


of carton board, and a study of 
the effect of processing on the 
properties of transparent films. 


Dr. Riddell said he would like 
to see put in hand the provision 
of adequate facilities for the 
develo mt and marketing of 
P.A.T.R.A.’s “research inven- 
tions.” Already they had some 
30 items which in one way or 
another were sold to the printing 
packaging industries. e item 
may be a process, or a material 
or a piece of apparatus, but they 
had not yet found the best 
method of marketing these pro- 
ducts to the benefit of mem 
and of P.A.T.R.A. 


Arthur E. Watts, retiring 
chairman, said that the member- 
ship of P.A.T.R.A. had shown a 
slight increase over the year. 


At home—farmers sponsor research 
into pre-packaging of produce 


The Farmers’ Central Organisa- 
tion, set up by the National 
Farmers’ Union to foster co- 
operative enterprise in agricul- 
ture, is sponsoring aa association 
to undertake large-scale research 
in the pre-packaging of farm and 
market garden produce. 

“The  housewife’s paving 
realisation of the importance o 
clean food and the rapid expan- 
sion of the self-service shop have 
made pre-packaging a matter of 
considerable interest to farmers 
and growers,” said an F.C.O. 
official, “But there is still a 
great deal they need to know 
about it. 

“What kinds of produce are 
most suitable? Which pomoee 
materials give the best results 
What is the most efficient 
packaging machinery? These 
and many others are questions 
to which the new organisation, 
which is to be registered shortly 
under the proposed name of the 
Produce Pre-Packaging Research 
Association Lid., will seek the 
answers on behalf of its members 
and their customers.” 

The success of a “pilot” ex- 

riment carried out at Worthin 

year on tomatoes justi 

a project of much wider scope. 
The association will be able to 
test many different types of 
packaging materials and machin- 
ery and methods of distribution 
and marketing of a large number 
of pre-packed commodities on 
a nationally co-ordinated and 
permanent basis. 

The first trials will test the 


use of cartons for mushrooms, 
various types of wrapping 
material for apples and tomatoes, 
and a machine for overwrappin 
plums and apples, mixed sala 
packs and trays of vegetables. 
A million experimental packs 
will be produced this year. 
Founder-members of the 
association are Baker Perkins 
Ltd., British Cellophane Ltd., 
British Celanese Ltd., British 
Visqueen Ltd. Hunt Partners 
Ltd., The Metal Box Co., Ltd., 
Transparent Paper Ltd., N.F.U. 
Development Co., Ltd, Farmers’ 
Central Organisation Etd, 
The Farmers’ Central Organisa- 
tion will act as managing agents 
for the association, whose head- 
uarters are at Mill House, 87-89 
a eaaeead Avenue, London, 
ole 


-_ — a? 
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Principal speckers at a McCann-Erickson international agency conference 
in Switzerland (back row, left to right), Armando M. Sarmento, of McCann's 
Latin American Organisation; Frank Hoppé, London director; Max Pauli, 
head of McCann's German organisation; William E. McKeachie, London 
chairman and supervisor of European operations; Marion Harper Jr., 
gr ident of McCann-Erickson Inc.; and Frank K. White, chairman of 


Si 
eCann-Erickson Corporation (International). 
Blondel, head of the Paris office; 


(Front row) Charles 
Helmut Pauli, acting manager of 


McCann's Hamburg office; André Bourhébent of the Paris office; John 
van Hoorn, manager of the Brussels office; and T. N. Treen, London 


director and chairm 


an of the television committee. 


Accent is on commercial TV at 
McCann international conference 


Staff shortage hits 


printers 


The printing trade faces a 
shortage of skilled workers, 
warns Col. O. V. Viney, chair- 
= of Hazell Watson & Viney 
Ltd. 


In his annual company report 
he states: “Skilled workers in 
most sections of the trade are at 
a premium, and in one or two 
crafts wages are being forced up 
to a level which, while possible 
in present trading conditions, 
may well prove unprofitabie for 
both workers and employers in 
the long run. As already men- 
tioned, it is our experience that 
our output is not so much 
restricted by plant capacity as by 
a shortage of skilled craftsmen. 
Technical developments of the 
last few years have done much 
to increase the demands for 

vure and offset printing. In 

th these fields, unless some 
way is found to increase the 
number of entrants, not only will 
further developments be pre- 
vented but it will be difficult to 
meet even present demands. It 
is to be hoped that the Federa- 
tion and the unions concerned 
will be able jointly to find a 
solution of this difficult 
problem.” 


Ce 
PLACE NAME 


“How to give clients around 
the world the benefits of recent 
developments in modern advertis- 
ing agency service” was the 
theme of the McCann-Erickson 
international agency conference 
held in Lausanne. 

The conference which was pre- 
sided over by Marion Harper, 
Jnr., president of McCann-Erick- 
son Inc.—the parent company— 
was also attended by Frank K. 
White, chairman of McCann- 
Erickson Corporation  (Inter- 
national), William E. McKeachie, 
chairman of the London office 
and supervisor of European 
operations, and Armando M. Sar- 
mento, head of McCann's in 
Brazil. 

Directors and delegates from 
McCann's network of European 
offices participated in a series of 
meetings held to discuss ways and 
means of strengthening client 
service. 


New standard for 
print measurement 


The British Standards Institu- 
tion has j published a 
“Sequence of measurements for 
printed matter (including adver- 
tisements and printing plates).” 

There is already a considerable 
measure of agreement on this 
subject in the United Kingdom 
but instances still occur showing 
that the customary practice is 
not always . Difficulties 
continue to occur especially with 
orders received from abroad 
where practice differs in different 
countries. The standard does 
not specify the units of measure- 
ment to be used. 

A useful feature of the stan- 
dard is an appendix listing the 
methods of measuring various 
related items. 


Favourable comment is reported 
from New York on window dis- 
plays at the Madison Avenue 
offices of the British Travel 
Association. This ome featured 
some unusual place names—in- 
cluding the inevitable Welsh 
tongue twister Llanfair. . . . 
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WHEREVER YOU GO YOU ALWAYS SEE AN 


A oe i 4 
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ACGME sien 


OF ENFIELD 


Whenever you feel like saying‘ That’s a good sign!” 
— well, the chances are that it was made by Acme. 


You always see an Acme sign because it is 
distinctive — by every standard: design, work- 
manship, colour and finish. 


Almost all the well-known names appear sooner 
or later on Acme signs. Why not join them now? 


AGME SHOWCARD AND SIGN COMPANY LIMITED A 
Showrooms: 9 SOUTH MOLTON STREET: LONDON W 1 - Telephone: GROsvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Telephone: HOWard 1651 
Showrooms also at Crown Buildings * James Watt Street - Birmingham 4 « Telephone: Central2325 acwe 
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COMMENT 


BID TO BOOST 
INDUSTRY 


The fact that an informal meet- 
ing between leading members 


and officials of the ne 
Association, the Institute 


should not be taken as an indi- 
cation that nothing was 
achieved. 

The meeting was not, as some 


and, in particular, 
the functions of advertising. 
And, similarly, the inability of 
advertisement departments and 


all, including fhe Institute of 


woman to be enlightened on 
the ethics and traditions of 
journalism which have built up 


the great media. 
Remove from the list’s 
mind his suspicion of all things 


half won. He will soon appre- 
clate not only the value of 
advertising but the news of 
human and achieve- 


progress 
ment to be derived from in- 
dustrial and commercial under- 
takings. 
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Butchers miss a 


Talking Points 


JuLy 8, 1954 


big opportunity to 


make friends of their customers 


ALK this week among 
housewives has been mainly 

about meat... and its price! 

Talk this week among ad 
men has been more than usual 
about meat... and the lack 
of advertising to greet the re- 
turn to free dealing. 

A check among meat men at 
all levels from importers to re- 
tailers, unearthed few plans to 
tell the public all about it. 

Notice was received of only 
one publicity event to celebrate 
the return of the Sunday joint 
for all. The J. Walter Thomp- 
son Co, laid on a press party for 
the New Zealand Meat Produ- 
cers’ Board. 

At this affair not a piece of 
meat was to be seen. Press men 
were given diagrams showing the 
various cuts of Canterbury lamb. 

The butchers have missed a 

Iden opportunity to use adver- 
fsing for public relations pur- 

ses. Perhaps they are mem- 

rs of that outmoded school of 
thought which me that advertis- 
ing should | used for the 
hard-selling of commodities in 
abundant supply but insufficient 
demand. 

There was surely an urgent 
need for a full-scale PR opera- 
tion for meat as a whole last 
week. The housewife needed 
“conditioning” to accept the in- 
evitable difficulties inherent in 
or. marketing changeover of this 


Did she get it? : 

Not at all. Instead of advice 
on how to prepare cuts she had 
never heard of she was bombar- 
ded with politically slanted 
“news” about prices and “profit- 
eering” butchers. 

Public relations has a long way 
to go before it is fully recognised 

commerce in Britain even 

though good pespneee may have 
been made with industry. 


HIS column would hesitate to 

tread on Copytaster's p- 
serves, but there is talk in bars 
about strange words which are 
slipping like cubes of ice into 
some soft drink advertising. 

Drinkers in advertising are 
particularly interested because 
the fluids in — are used to 
soften the rd liquor they 
prefer. 

In “the trade” these dilutors 
are known as minerals. On the 
other side’ of the bar the cus- 
tomer, invariably right, talks of 
“dry ginger” and “tonic.” 

But in advertisements for a 
transatlantic product we find 
that “two-thirds of the average 
short is mixer.” 

Mixer? . . . Er--What’s that? 


as Mrs. Handley’s favourite boy 
would have asked. 
But there are stranger words 
than that: 
Blendability. 
Groom conscious 
Country fresh 
How many can you list? 


SALES SENSE ? 


HE Wholesale Textile Asso- 

ciation reports: “Trade in May 
continued at a disappointingly 
low level.” 

This news coincides with the 
beginning of summer sales intro- 
duced by extensive publicity for 
reduced prices. 

Now, summer has begun only 
officially. Rain on the roof is 
making July, for the third year 
running, a mackintosh month. 
Yet the stores are trying to sell 
off summer cottons. 

The seasons seem.to have 
changed. Late August, Septem- 
ber and early October are the 
sunshine months. But sales 
dates do not appear to change 
with the times. 

Is it wise marketing to ignore 
the vagaries of the climate? 

Late holiday takers are in- 
creasing in numbers, With wet 
and windy early summers they 
are able to wait for the sales to 
re-stock their wardrobes with 
lighter and brighter clothing. 

Financial turnover must be 
suffering. 


COLOUR BAR? 


UESTION for photographers, 
artists, process men and prin- 
ters about something American 
we all admire : 
Why do illustrations in U.S. 
magazine advertisements for 
food reproduce in such magni- 


ficent colour that mouths water 
for the product while British 
efforts are so anaemic? 


CANNY 
HE Scots are canny... . It’s 
an old saying, but here is a 
new example to prove it: 

The Scottish Industries Exhi- 
bition has been publicised 
throughout the world without 
any paid advertising. 

The organisers are proud of 
this, although they may not have 
considered what may 
attitude to similar, future events 
of journals which have given 
liberal free publicity without 
receiving any advertisements. 


HIS story from a correspon- 
dent North of the Border adds 

point to previous paragraphs: 

Organisers of the forthcom- 
ing Scottish Industries Exhibi- 
tion are tickled pink because 
of one small feature of their 
exhibition publicity. 

For some months past many 
thousands of pieces of publi- 
city matter have been distri- 
buted throughout the world 
from the trade fair head- 
quarters in Glasgow. 

This week, one of the items, 
a small “sticker-label,” which 
is designed for use on corre- 
spondence, found its way back 
to Glasgow on a letter. 

The letter originated in 
Mombasa, East Africa, and it 
came in the post to Glasgow— 
for the organisers of the Scot- 
tish Industries Exhibition. 
Presumably they will use it 

in themselves. But wait... 
it returns often wouldn't that 

suggest that the print order might 
be cut next time? 


TO-MORROW'S TOPICS 


© Forecast from Ireland is that 
the new Dublin evening news- 
paper announced by Irish Press 


® The Montague Burton chain is 
expected to react sharply to 
the vigorous John Collier cam- 
paign for the old Fifty Shil- 
ing Tailors concern. Large- 
scale marketing of women’s 
clothing by Burton's will lead 
to extensive advertising. 

® It is believed in political circles 
that members of the Inde- 
— Television Authority 
w largely “independent 
minds.” That means scientists, 
economists and military men 
rather than business men. 

®Commercial TV will start 
sooner than is expected after 
the appointment of LT.A. A 


date soon after Christmas has 
been mentioned. 


® Extensive use of point of sale 
mobile displays is planned by 
competing American magazines 
selling in Britain. 

® New methods for rapid distri- 
bution of quick-frozen food 
are being developed by Smed- 
ley’s, whose Faversham vg | 
has been extended. There will 
be publicity for “strawberries 
from bed to table.” 


®A system of automatic tele- 
typesetting is being developed 
in Britain. This will challenge 
American equipment for which 
import licences are 
granted. Rapid changeover to 
this system by provincial news- 
papers is expected. 


ROUND TABLE 
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a. Incorporated Practitioners in 
a Advertising and the Institute ’ 
woe. * of Public Relations produced 
a no sensational statements 
ie might have imagined, con- 
a cerned with public relations 
+ for the advertising business, 
a It was, in fact, one of a series 
& of such gatherings with mem- | 
ey bers of other bodies organised 
a by a liaison panel recently 
A sppois ye By ae TICKLED PINK } 
‘eee | It is reported that there was 
- ; unanimous agreement on “the | 
Ne evident needs to cultivate the 
yee interest of the press in satis- 
a ; fying the growing interest of 
ut public in news of industrial 
re: and commercial activities of % 
ame every kind from the shop floor 
o to the board room up and i 
zg down the country.” 
> ae How the task is to be tackled 
te has not yet been indicated, but ; 
yd it is quite clear that there is : 
i much to be done. 
ae One of the most unsatisfactory 
aspects of publishing is the 
sa lack of understanding by 
: y journalists of the economics of , 
people engaged in advertising 
agency work to appreciate the 
attitude of editorial staffs. . 
Here is something which can 
surely be tackled in the educa- 
; tional schemes of all the 
organisations concerned. For ee 
, there is little om that oo 
Journalists and the National ORDS Po 
‘Union of Journalists, appre- wane Ww 
x ciate the inter-dependence of 
all engaged in publishing and September 1 
advertising. 
The logical step would be for the 
journalist to be taught the im- 
., oa portance to him of advertising, 
Pe and the advertising man or 
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A NEW PEAK 


for the 


SUNDAY 
TIMES 


The average weekly net sale of the SUNDAY TIMES 
for the first six months of 1954 was 


January . . 556,371 
February. . 573,440 
March .. . 569,007 
ak co, . 

. 587,652 


June 601,306 


The June figure—an all-time record for the SUNDAY TIMES 
—is the highest ever attained by any Sunday newspaper in 
the quality field 


These figures are certified by Messrs. Price, Waterhouse & Company, in accordance with the formula prepared by a Committee of the 


Newspaper Proprietors’ Association 
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How to brush up those 
toothbrush sales 


T Ake A look at the pages 
in last year’s Statistical 
Review headed “Tooth- 
brushes.” The leading spender 
is Wisdom, made y Addis. 
Note the amount spent, then 
compare it with the rest of the 
advertising in this field. 
Wisdom’s lead is a very big 
one; rarely does one find such 
a big difference in advertising 
expenditure between the leader 
in a market and its com- 
petitors. 

If it is true that the advertisin 
expenditure of these toothbrus' 
manufacturers is in any way 
relative to their share of the 
market, then these figures are 
doubly significant. 


Expanding the market 


The total amount spent on 
toothbrush advertising is con- 
siderable and while in general 
terms it is untrue to class tooth- 
brushes as being under the head- 
ing of “under advertised products” 
this can be said about brands 
other than Wisdom. 

What would be the effect of 
these brands increasing their 
advertising appropriations to 
amounts nearer to Wisdom's ex- 
penditure? Would these brands 
merely take sales from Wisdom, 
or would this increased expendi- 
ture, while clipping away some 
of the Wisdom sales, achieve 
even more sales through an ex- 
ansion of the market which 
ollowed their efforts? 

in short, can more advertising 
expand the toothbrush market? 


No statistical certainty 


Assessing the potential of the 
toothbrush market is something 
that does not lend itself happily 
to anything like statistical accu- 
racy. The lifeblood of the tooth- 
brush business is replacement 
sales. The number of tooth- 
brushes the average person buys 
in a year seems to defy definition. 
The national figure is around 
one toothbrush per person, per 
20 months. is figure, of 

people 


course, includ:s all those 


IT’S UNDER ADVERTISED—2: If the product is good anc 
people have definite need of it and yet sales are not rising, it 
may well be that insufficient or ineffective advertising lies at 
the root of the matter. This is the second of a s 
of articles dealing with products which might sell in greater 
volume if only more publicity were put behind them. Our con- 
tributor believes toothbrush sales could be boosted if more 
advertising were used—particularly during the summer months 
when people re-stock their toilet cases for holidays. 


ial series 


who either have dentures or do 
not believe in brushing their 
teeth. Endeavours to obtain a 
more accurate picture than this 
by investigation are also some- 
what unreliable. Teeth cleani 
is a very intimate subject to a 

uestions about—one in which 
the sample is more than prone to 
give the answer they feel they 
should give rather than the 
accurate one. 

Until it is possible to conduct 
an investigation as intimately 
searching as that carried out 
the Kinsey field workers, 
does not appear as though the 
market potential of toothbrush 
sales can be measured accu- 
rately by research by interview. 
On the other hand, exact 

knowledge is not always necessary 
to establish a truth. 

One can be aware that a boat 
is sinking without any statistical 
evidence on the volume of water 
inflow per second, Examining 
the possibilities of any expansion 
in the market, purely logically, 
there are two opportunities open: 

® Selling toothbrushes to those 

people who at present do not 
use them. 

® Selling more toothbrushes to 

those people who have 

already accepted the idea 
that it is a good thing to own 
and use a toothbrush. 


Accepting the idea 


It takes something like a world 
war, or compulsory National 
Service, to convert the first cate- 
gory, and they would be best left 
out of any advertiser's plans. 

The second group is the 
obvious choice. These people 
have accepted the idea. They 
are a large public and they clean 
their teet : we Sno Satie 
value of t toothpaste 
powder market gives an idea of 
their potential. 

Do they buy all the tooth- 
brushes they need? Do they buy 
all the toothbrushes they think 
t need? 

answer is “NO” to both 
questions. 

The great majority of tooth- 
brush users go on using their 
toothbrushes long after they have 
ceased to serve the purpose for 


June, July and 
August are the 
peak selling 
months for tooth- 
brushes. 


which they were designed. The 
consumer will go to great trouble 
to select a toothbrush with a 
special shape of head, because he 
or she thinks this will give the 
teeth a better clean. 
And yet they will go on 
using it for months after it has 
lost all resemblance to its 


person’s toothbrush for a large 

part of the year. 

Strange people these 
brush users! 


Strange midsummer action 


They will go on using a tooth- 
brush in this worn condition for 
months but, come June, July, 
August, they are  sudde 
possessed by some strange mid- 
summer madness and rush out to 
buy a new toothbrush. 

These months are the peak 
toothbrush selling months. Is 
there something about the sum- 
mer months which makes teeth- 
cleaning more difficult and there- 
fore demanding a new brush? 
No, but there is something about 
the summer months which makes 
the consumer very conscious 
about his worn toothbrush. 

The truth is, that this is the 
season of week-ends away and 
holidays and, ashamed to let 
other eyes see their toothbrush, 
these people, figuratively speak- 
ing, “sneak” out and buy a new 
one. 

Is this preof of a big potential? 

toothbrush industry 
accepts this seasonal k as part 
of the nature of things. For 
some manufacturers this is the 
only period when they advertise, 
while the others make consider- 
able increases in their advertising 
expenditure. 

This advertising does not create 
sales so much as direct an exist- 
ing desire to buy, into certain 


tooth- 


Picture by Halex 


brand channels. We can, in any 
case, be sure that the cause of 
this peak is a set of circumstances 
completely unrelated to the 
product or its usage. 


Feeling no shame 


In evaluating all the things 
that might be said in favour of 
—— a toothbrush (without 
prior knowledge of this seasonal 
peak), the idea of selling a new 
toothbrush based on the belief 
that the buyers would then feel 
no shame when staying with 
friends is an idea that would 
come rather low on the list. 

Yet, here it is, in fact, selling 
more toothbrushes than any- 


a else. 

Surely if the toothbrush buying 
public are as sensitive as this 
without prompting, what could be 
achieved at other times with a 
little prompting and prodding by 
“selling” advertising? Not the 
advertising that talks in terms of, 
shape—"“saw-teeth” tufts, bi 
heads and little heads and all 
those well-worn favourites. 
Product yew may decide which 
brand of toothbrush a customer 
buys when he buys—but these 
plusses do not make him go out 
and buy. 


Unexploited aspect 


The “social consciousness” of 
the consumer, which is so 
strongly in evidence in the sum- 
mer, is there all the year round. 
Few toothbrush manufacturers 
have exploited this aspect of 
toothbrush selling. The only 
aspect of “social consciousness” 
which the toothbrush manufac- 
turers have devoted their atten- 
tion to is the social advantage of 
having clean teeth. The man 
who buys one or two tooth- 
brushes a year already accepts 
this premise. To go on telling 
him this will not make him a 


@ Continued on page 56 
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Buyers in 88 countries will see these three great 
S-B-A-€ FARNBOROUGH EXHIBITION ISSUES 


The Society of British Aircraft Constructors’ Display and 
Exhibition at Farnborough attracts the leading technicians 
and business men in the aeronautical world. It is to just 
such people that these $.B.A.C. Numbers are addressed 
...to the buyers in 88 countries who want Britain’s 
. aircraft and equipment and who look to Fiicut for 
information. These issues will sell Your products. 


3 SEPTEMBER. ‘ BRITAIN’S AIRCRAFT INDUSTRY.’ 
Surveying Britain’s aircraft and their power units; firms 
contributing to their construction and maintenance; advance 
details of Static Exhibition, etc. 

10 SEPTEMBER. ‘FARNBOROUGH REPORT.’ 

All permissible details of latest Service, research and development 
machines on show for the first time; technical notes on the 
“ Static” section. 

17 SEPTEMBER. ‘ FARNBOROUGH REVIEW.’ 
Carefully considered appraisal of the whole event; detailed 
observations on individual aircraft; review of new equipment. 
A permanent reference for buyers. 


S‘R-A-C NOMBERS 
will put you in the pictures 


ee yp ? "TRA See) ae So -|)|—l  2ks See _ “a Wee aL ees | ee re — = 
as. - wa TE . ‘ 
> Secreta iat im “8 
ee Aj 
Jury 8, 1954 | 
a i pied ee | 
; Re a ee > a Se Se = , ‘. ‘ 
t 2 ge : oe 1 re i — 
: = ll ee give. ~ - 
i ; Ce /¢ a sree? ae oe Re De oo , 
} 4 ga ae ete De Ne fu ” ; ae * ntti - : 
4 - Sa > i: maagil pm, seer 4 * 
dee, 5. ae > 4 ‘ 
i ‘a, , : ro. Buk. a = 
es, ae fo ; iy... a * 7 
a ‘ ua oy “a fe os 
be ; a > oe 4 ; 4 
 —— Po Ea : — . 
eae ii a 
+f Sete. ie a 
a S-BA:€ NUMBERS 3, 10, 17 SEPT ; 
a 3 ; ed cs Pre. » eS ‘i 
ee s ne ¥ — in . p 
5 ‘S * a) . a = 
4 2%, . - a 2 4 . 
Bi. : 7 . i 4 ky Py . . 4 : ¢ a = . “the 
Pit = re ? 2 ese xs ies: 2 - 7 ” - eae . Past a J ve , aa Bs eS 4 : : nT SS ie 
i wae — - 0 ce a aT ‘ Se my ~ _ = r | 
as 2 —_ ; Bis 2 ene: eae a Ae oer = - s Vac 
a eS cS. ae ae ae a: Sf oe (a . eer ¥ aa 
ies, oa 7 ; Bae i ee a ce. j7*--anee ee ree ee ie 
gS Sit 2 ee - ane T oo —_ | q _——- i] ‘i ag 7 
oe | ne ; 7 = woe 5. = - a Bo ie oe _ ; 
ae i te : aN ng an ed ‘ s Re? Jaiier 4 b a 
: * oo oa ‘ . be P . oa - ~ ise ” ee ei tn hs 
ga i i on rn a 2 a os : Re wt - = tei s 
. eek, re. a ot | Oke 7 o 1s : 7 2 aS a o rg ee . 
aie nies eros i way. te - eer ae ie iad . 2 G 3 ‘= + Qo evr we 
: ys wy ee) | VR ot 7 : COE eee 
=i wy 7 Se ak nia _— Pia: ° 
~ Pn 3, ded a 3 Bisa — wl 
Ps ae ape e@ BEE nema | 
; Me Me ‘ me lee i ane ; ae - ia 7 RE one : 
2 - ia ‘pe 2 - re J e j I ang 
. < 4 aN pe 4 Pt: ec, die! ae ae pcs 4 “sp artieeaaaes pone 7 : 5 P ~< ie P 7 
ig gee : gs ‘é sh F, susnitt a ie i‘. 
m 
ee 
# 
" 
. 
a 
a 
an 
P 4 
. 
~ 
~ ~ ia re 
re 
DORSET HOUSE, STAMFORD STREET, LONDON S.E.1, WATERLOO 3333 (60 LINES) ve 
* au 
| i 
9 = ae ' a tl i - . at : 33 ae 7 are a ‘ <4 a : a: Ke A ae 7 Be ¢ R io es y rar 
+ =: aes er tt ist i. =_ _ ie as a4 a Ps 


2 


Bats 


Rese, 


era 


rs 
A 
ay 


aie 
- 


aS oe 


ea 
4 


A, 


mr 
eed 


“ 


eric 


ee ct Ae ek 


a 


oioRsleg Saree 


ADVERTISER'S WEEKLY 


Stress on salesmanship 
at laundry exhibition 


ODERNISATION and im- 
proved salesmanship are 
the keynotes of the Laundry, 
Dry Cleaning and _ Allied 
Trades Exhibition which opens 
to-day at Olympia, London. 
In recent years the laundry 
industry has been struggling 
against the effects of worn-out 
machinery and labour difficulties 
and this has led to some deterio- 
ration in the high standard of 
service people ve long ex- 
pected from their laundries, 
This hard fact is squarely 
recognised by the laundries, who 
are now intent on an all-out 
drive for full efficiency 
economy. This involves the re- 
equipment of one 
country’s most important indus- 
tries, a process which has led to 
an unprecedented demand for 
modern plant and machinery. 
This year's exhibition aims to 
meet this demand, and it will 
ES Tye 
t u ry cleaning 
industries, a They will come not 
only from this country but from 
the Commonwealth, the United 
States and the Continent. 


All kinds of laundry plant will 


be at work during the nine day's 
run. Much of this equipment is 
steam-operated, and the question 
resented a 
It was solved 


of i. a steam 


olden to install one o 


the 
the 


largest vertical boilers manufac- 
. This oil- 
fired boiler, with something like 
4.5 miles of steam pipe, will 
provide efficient and economical 
steam raising for the exhibitors’ 


tured in this country 


plant during the exhibition. 


An important section will be 


dry cleaning. 


Although in this 


country something like 400,000 
garments are dry cleaned daily 
we lag behind the Americans in 
looking after our clothes. New 
te mgr and equipment are now 

ing developed which give 
greater efficiency at less cost, and 


a much 
ing can 


ter use of dry clean- 
anticipated. 


ring the ee 4 of the ex- 
meetings 
and conferences will be held. 
Bodies such as the International 
the Guild 


hibition a number of 


oe = Association, 


Dyers 


problems. 


and Cleaners, the 
Society of Hospital 


Laundry 
Managers, the British Launderers’ 
Research Association, and others, 
will meet to discuss current 


e IMPROVING TOOTHBRUSH SALES-continued 


JuLy 8, 1954 


three or four toothbrush-a-year- 


n. 

How much better to break 
new ground in this obviously 
fertile “social consciousness” 
field and in the simplest 
language explain to the tooth- 
brush users that the “best 
people” never keep a tooth- 
brush for more than three 
months (or some such period), 
because after this time it is un- 
hygienic, inefficient, etc., etc. 
This idea may be completel 

at variance with that popular sell- 
ing theme of the long-life tooth- 
brush. But is there really any 


picture by Gibbs Dentifrice 

The social consciousness which 

impels people to buy a tooth- 

brush during the summer months 
is present all the time. 


future in sellin 2 pain that is 
in constant =. costing 
around two shillings, tied that 
takes a long time wearing out? 
As it is the materials with 
which modern toothbrushes are 
made do last a long time. But it 
does seem unwise—for the 
industry as a whole—to harp too 
much on this long-life story and 
leave in the consumer's mind the 
thought that there is nothing 
wrong in keeping the same tooth- 
brush for months and months. 


Beer on display 


COMPREHENSIVE  dis- 

play of plant, equipment, 
and materials is planned for 
the Brewers’ & Allied Traders’ 
Exhibition which will take 
place at Olympia, from Octo- 
ber 4-8. It is already clear that 
there will be many visitors 
from home and overseas. 

Once again, the national beer 
competitions will be an impor- 
tant feature. There will be com- 

titions for draught and bottled 
oy and one for bottled beer 
from the Commonwealth. Other 
competitions will be for the 
season’s best barley and eee. 
An innovation this year will 
the inn sign com dion. a 
are being offered for the 
designs, and they will be i 
played at the exhibition. 
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Advertising Case History-55 


How ‘Hoppy’ was 


animated 


To help launch a new ale, a new character was created—one that 
had animation. This character was so evolved that it could be 
undertake 


used in all the other advertising campaigns 


nm by the 


client—Simonds Lid., the brewers. 


BOUT two years ago, 

when it was proposed to 
introduce “Tavern” pale ale 
by means of an advertising 
campaign, a conference was 
called so that plans could be 
made by the publicity depart- 
ment of Simonds Ltd. in 
conjunction with their newly- 
appointed advertising agents, 
harles F, Higham Ltd. 

The advertising problem itself 
was not a new one. It was 
simply another case of a famous 
maker of established products 
wishing to launch a new addition 
to his product-family. On this 
occasion, however, the agents 
were given something more to 
think about, The call was not 
merely for an announcement and 
a new twist in the campaign to 
come, It was for an _ idea 
which ; — 


One of the advertisements which 
have appeared in newspapers in 
Southern England where the 
“Tavern” beverage is distributed. 


The new trade character 

“Hoppy” is closely allied to the 

well established hop leaf trade 
mark, 


(1)Would hark back to 
Simonds’ previous advertis- 
ing and give impetus to 
future advertising, both for 
“Tavern” pale ale and all 
Simonds’ ales. 

(2)Would afford maximum 
assistance to every Simonds’ 
house throughout the Home 
Counties, 


The sales and advertising de- 
pegmwens of Simonds tabled the 
ollowing facts for the Higham 
team, and a combined operation 
was made of solving the problem. 

The company had a grand new 
ale in “Tavern” and were proud 
of it. It was of the LP.A. class 
winner, with a positive price 
advantage over its known com- 
petitors. It was bottled and 
would be identified by the 
~~ Simonds’ “Hop Leaf” 
abel. 


Too passive approach 


The approach could have been 
conventional, with announce- 
ment-type advertisements and in- 
junctions to “Look for the 
famous Simonds’ Trade Mark”, 
but that approach was far too 
passive for the active interest 
that the company wished to in- 
spire. True “human interest” 
and scenes of festive occasions 
might have illustrated and ani- 
mated the announcements. But 
that particular form of “realism” 
is used in the advertising of al- 
most ed J brewer in the country 
and would not have been in- 
dividually Simonds’. Besides, 
the “real life’ character who 
warms the hearts of beholders in 
one tavern or one district may 
appear as a complete stranger in 
another county not a score of 
miles away. “Tavern” was going 
into Simonds’ houses, Simonds 
hotels and numerous clubs and 
off-licences throughout the Home 
Counties, and there was the long- 
term aspect to consider. 

How about an _ animated 
figure? 


Animation not enough 


Clearly any character intro- 
duced alongside the new ale had 
to have more than mere anima- 
tion to commend him. He must 
embody the very notion of en- 
joyment, bonhomie and good 
cheer. He must be so universal 
in appeal that “Tavern” would 
spring to mind when the loyal 
toast was proposed, or your 


fancy won the 3.30, or when 
you were just plain thirsty after 


a day's work. Above all he 
had symbolically to associate 
“Tavern” with Simonds, and 
Simonds with “Tavern”. 


The operative factor 


Yes, argued Simonds, but the 
trade-mark takes care of that. 
“No,” said Higham’s, “you have 
your symbol, the hop leaf, but 
you haven't associated it with 
our new product-name, and it 

no animation.” 

Animation. Suddenly “anima- 
tion” became the key-word of 
the whole discussion. Anima- 
tion . . . movement. . . is the 
pg ght factor in every phase 
of life to-day. 

Animation is the salient 
feature in almost any world- 
wide advertising you care to 
think of. Recall the animated 
devices at random—symbols so 
widely divorced as Johnnie 
Walker, still going strong, the 
Metro-Goldwyn-Mayer lion 
roaring, the Cointreau pierrot, 
the old Dutch cleaner perpetu- 
ally in chase of dirt. Think of 
the phenomenal appeal of 
Disney's creations, and the way 
a generation of advertising ex- 
perts have sought the right to 
associate them with all manner 
of products. 

It was agreed that animation 
must forge the link between the 


Planning the campaign. Execu- 
tives from Simonds Ltd. discuss 
details with executives at Charles 
F. Higham Lid. Left to right 
are; E, Chappell, Higham's copy 
chief; K. Chapman, financia 
director of Simonds Ltd.; W. 
Heley, Simonds’ advertising man- 
ager; F. H. V. Keighley, Simonds’ 
sales director; and 1. W. Stanier, 
Higham's account executive. 
From these discussions emerged 
the idea of animating the familiar 
Simonds’ hop leaf symbol. 


hop leaf trade-mark, the new 
“Tavern” ale and all Simonds’ 
present and prospective custo- 
mers. Discussion at that point 
was well and truly joined. 


Revise the leaf ? 


Should this animation take the 
form of a new trade symbol for 
use in conjunction with the hop 
leaf, or would that be com- 
plicating the issue? (There was 
danger here that the new symbol 
might become exclusive to 
“Tavern” ale and not assist the 
general Simonds’ scheme of 
things.) Should the hop leaf 
itself be revised and animated? 

The last suggestion was con- 
sidered out of the question. 
Simonds were not op to 
change for the sake of opposi- 
tion, but the hop leaf had been 
their registered trade-mark since 

@ Continued on page 60 


Poster sites have 
been effectively 
employed to drive 
home the fact of 
the new ale. The 
new character and 
the messages have 
also appeared in 
press advertise- 
ments, ashtrays, 
show-cards and 
trays. 
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FOLLOWING their recent 
acquisition of new and larger 
premises at Rye Hill, 
Newcastle upon Tyne and the 
installation of new machinery, 

¥ POSTERS DAVID ALLENS now offer a 
Screen Printing Service 


Wy snowcarps ee 


For prompt delivery and 
YY POINT OF SALE DISPLAY ssiancsetniinanae 
send your enquiries to 
P winpow sitts David Allens Screen Printing 
Department at Newcastle, 
to Head Office, or to your 


yy BUS BILLS a 


YY ESCALATOR PANELS 


yy UNDERGROUND CARDS 


DAVID, ALLENS 


50, Rye Hill, Newcastle upon Tyne 4, 


Telephone: Newcasile 3-6094 


Head Office: David Alien & Sons Ltd., 7, Buckingham Palace Gardens, London, S.W.1, 
Area Offices at: Glasgow Edinburgh, Liverpool, Beifast, Dublin. 
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THERE’S 


opportunity 
IN 
ENLARGEMENTS 


* 


The alert advertising or display 

does not have to be told how and when 

he can use photographic enlargements 

to advantage, whether they be giants 
or otherwise. 


* 


But he does need to be sure that he 
gets them made by the best people in 
the trade. 


* 


Autotype are the leading house. They 
are quality conscious whatever the 
value of the order. Yet their prices 
are right and their service is often a 
matter for congratulation. 


MOST of the really good 
enlargements are made by 


AUTOTYPE 


ge (of covrm® 


ASK FOR PRICE LIST 
and illustrated folder “* Are You Interested in Giants ?"’ 
THE AUTOTYPE COMPANY LIMITED 
BROWNLOW ROAD, WEST EALING, LONDON, W.13 

EALing 2691-2-3 
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© HOW “HOPPY” WAS BORN continued 


Step by step the 
hop leaf was 
brought to life and 
the character 
“Hoppy” created. 
Intense considera- 
tion gave rise to 
the convicition that 
animation was the 
way in which the 
hop trade- 
mark 
linked both to the 
new ale and pre- 
sent and prospec- 
tive customers. 


1887, and apart from all reasons 
of sentiment and tradition, the 
alteration or replacement of such 
a trade-mark was not to be 
lightly undertaken. It was in- 
sisted that any new trade symbol 
evolved for the company must 
use the fame and familiarity of 
the hop leaf as its letter of intro- 
duction to the ablic mind and 
start the Simonds’ customer ask- 
ing for Simonds’ “Tavern” ale 
in his regular Simonds’ house. 


Problem for artists 


At that stage, therefore, the 
advertising problem in general 
e one for the creative 
artists in particular. A more 
eneral conference, including 
igham’s creative and display 
experts, was convened and the 
thinking proceeded. 

There was now a definite 
aim—to bring into being an 
animated trade character ex- 
clusively Simonds, to be intro- 
duced with the new ale yet able 
to take its place with all other 
Simonds advertising, past and 
future, and at the same time, 
not to dissociate itself from the 
original hop leaf trade-mark. 
A tall — perhaps—but 

from it came “Hoppy.’ 
The ad red hop leaf 


itself was a natural 
his head and arms. His jolly red 
countenance was found to be a 


“lead-in” to 


natural concomitant of 
cheer and warm welcome. 


Endowed with life 


Up to that point the agents’ 
artists simply took the hop leaf 
trade-mark—beyond that point 
they endowed it with life without 
changing its intrinsic —— 
and yet presented a character a 
home in any company. 

To the artist (or artists) who 
simplified the hop leaf’s three- 
dimensiona: outlines, set it in 
motion on energetic legs, taught 
it to use both “arms” and won 
that “Welcome, friend!” smile 
from its lively face . . . Simonds 
have given congratulations. To 
the copywriters who christened 
him his inevitable name, 
“Hoppy”, and scored a bull’s-eye 
with the slogan, “The Stronger 
Ale at a Lighter Price,” and to 
all those who foresaw his wide- 
spread use on the posters, trays, 
ashtrays and showcards besides 
making his début in the first 
“Tavern” ale press advertising 

. there was likewise congratu- 
lations. - us 

A long and ife is pre- 
dicted for “Hoppy ad 


good 


Fans have always presented a display problem for retail stores and 
the recent window for G.E.C. fans in Central London broke away 
from the conventional billowing streamer associated with such 


exhibits. It did, however, by pictorially associating an office with 


the seaside, suggest that the company’s fans provide cooling breezes 
in summer, 
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jlla 


packing case fo look af from 


the outside but if's an exhibition stand 


tants fret 


Peas eee et eee 


and a lof of display stories inside 


THIS IS THE [VELPAK—a complete answer to the problem 
of successful transportable display. 

Open— it is a compelling, versatile sales medium capable 
of infinite variations of design. 

Closed—it is its own packing case, strong, weatherproof, 
ready for heavy handling. 

If you need to make frequent appearances at widely 
dispersed exhibitions especially at places overseas— 
looking into Ivelpaks will be well worth your while. 


Please come and see them by appointment at our 
Works in Shepherds Bush—-or write for full 
details and our illustrated brochure. 


KY BYPAK 


CITY DISPLAY ORGANISATION 
30 Uxbridge Road, London, W.12. SHEpherds Bush 1281 
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RAAB 


JULY 


IN AID OF 


Why a foreign name should have attached itself 
to anything as English as a Féte remains a mystery. 
There is, it is true, a hint of continental devilry 
about the Ankle-Judging Competition ; but it is 
only a very mild hint. The rest of the pro- 
gramme—and often, unfortunately, the July 
weather—is unmistakably English. Convention 
decrees that the Féte should be formally opened, 
preferably by an ornament of the theatrical pro- 
fession. After she has said a few words, rendered 
either completely inaudible or painfully stentorian 
according to the whim of the microphone, 
the fun can begin. The clatter of ninepins is 
continuous as men wearing resolute expressions 
bow! interminably for a pig. The ping of airguns 
(their foresights judiciously sabotaged) punctuates 
the broadcast gramophone music. Hoop-la rings 
settle on a table dotted with small, repulsive 
trophies (“ Better luck next time, dear”). In the 
subaqueous gloom of a marquee, prize-winning 
entries in the garden-produce competition are 
scrutinized with envious awe. Behind the scenes 
there is an interlude of consternation ; someone 
has forgotten the sacks for the sack-race. 

At the end of the day, with any luck, some worthy 
local cause is the richer by ten or twenty pounds, 
Asa method of raising money the Féte is elaborate 
rather than efficient, as a form of entertainment 
it scarcely ranks in the first class ; but as a British 
institution it is not without a ramshackle charm 
of its own. 
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At the opposite end of the financial scale stands the 

Midland Bank , another British institution which also 

serves a “worthy cause” by providing essential 

banking assistance to industry , commerce , agriculture 
and the private customer. 


MIDLAND BANK 
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Technical Print Review 


Modern products demand 
up-to-date type faces 


By ROGER DARCY 


HE OUTSIDER cannot tell 
you the subtle differences 
between type faces, but he can 
tell you whether he likes a 
particular face or not. This 
is instinctive and it would be 
wrong to ignore it. These re- 
marks have been made because 
there seems to be a revival 
even in the technical print field 
of faces from the last century 
—a not very rewarding period 
as far as type design was 
concerned. 

“What difference does _ it 
make?” may be the cry. “As 
long as it can be read does it 
matter whether it is in a Roman 
or an Egyptian?” Well, as a 
matter of fact it does, because 
the ordinary consumer has in his A section of a page from the 
mind's eye varieus which Grant & Livingston leaflet. 

associates wi various 2 a 
periods of history and various lack with the minimum of type 
aspects of social life. Whether nd the glossy picture shows men 
one likes it or not, he associates 4t work laying cables. Inside is 
heavy Egyptians, modified Printed black and yellow—a 
Egyptians and certain ugly good combination. The yellow 
Victoriana with posters advertis- 18 used as a background for 
ing “Maria Marten and the ‘titling and for small and well 
murder in the red barn” and drawn line blocks which show 
Gothic faces with the Middle UP well against the half-tones. 
Ages and so forth. Clearly, for The interesting point is that prac- 
modern products, modern type ‘ically all the pr 4 has been set 
faces should be used. in various weights of Perpetua 
and the _ - +4 gy Pw | 
Vv smart publica smart and up t@ date indeed. 
= tion Eric Gill may not have thought 
We come first of all to a firm Of Perpetua as an industrial face 
that carries out this precept, ut it is certainly a modern face 
Enfield Cables Ltd. have pro- and comes out very well in 
duced a very smart and glossy Enfield’s booklet, which has been 
publication which deals with the me wee by Rowan Press Lid., 
range of work undertaken by the ickmansworth. 

company’s contracts division. It Tae paper used for the text 

has a pictorial cover in blue and @ Continued on page 64 
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Double page spread from the glossy publication issued by Enfield 
Cables Lid. to indicate the work done by the contracts division. 
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ADVERTISER'S WEEKLY 


Why our name is getting around town 


It probably takes several years before any Advertising Agency 
gets talked about, in the way it wants. 

The reputation we are now building is for doing the work 
—and getting the results. We are very proud to handle the 
advertising of ‘ Viyella’ and ‘Clydella’; but we do not want 
to become known as ‘‘a textile Agency’. We are very proud 
to design, produce and place the successful new posters for 
Ben Truman Pale Ale; but we do not want to become known 
as ‘‘a beer Agency,” either. 


Our ambition is to retain our freshness by attacking a lot of 
new problems every day and selling a lot of different products. 
Our strength is the quick originality of our creative people, 
and a scorn of mediocrity. 

We do not aim to be giants of the advertising world. The 
service we offer is different, anyway. It is livelier, brighter, 
and less afraid of new ideas. It is, perhaps, best adapted for 
medium-sized accounts—run by advertising managers who know 
their own and their Company's minds, 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel : AMBassador 1471-2-3-4 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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Complete coverage of the 
Furnishing Trades 


every week! 


FURNISHING WORLD holds a justifi- 
able reputation as the Leading Weekly 
Journal of the Furniture and Furnishing 
Trades. Published twenty-four hours 
ahead of any contemporary, it keeps its 
readers ahead-of-the-times with news of 
trade trends and developments and speaks 
with authority to every section of the 
allied Furniture-making and distributing 
trades. 

Its coverage of retail outlets, its influence 
and the esteem in which it is held, make 
FURNISHING WORLD the logical 
medium for every campaign addressed to 
the Furnishing retailer. 

Send for current rate card NOW! 


The Leading Weekly Journal of the 
Furniture and Furnishing Trades 


180 FLEET ST., LONDON, E.C.4 


Tel.: CHAncery 8844 (15 lines) 


oe 
=e 


Above: Double page spread from 

the Chaseside Engineering Co., 

Lid.’s brochure. Right: Front 

cover of the Cape Asbestos 
brochure. 


was G. F. Smith’s “Velour” Matt 
Art and the booklet was designed 
by Enfield’s publicity department. 

Now take an equally vital 
brochure from the Chaseside 
Engineering Co., Ltd., of Hert- 
ford—for the new “dumper” 
Co sagen by this firm. It is a 
airly expensive piece of litera- 
ture and well printed at that. It 
is also easy to read and the lay- 
out is lively. But, in my opinion, 
all that excellent art work has 
been spoiled by the use of an 
antiquated and ugly face, which 
I regret to see is enjoying some 

pularity in advertising circles. 

refer to that face called “Latin” 
either in its “Antique” form or 
expanded. It is positively early 
Victorian. While there might be 
some excuse for its use in arty- 
crafty advertisements there is 
none for its use in an industrial 
catalogue which is presumably 
extolling the merits of modern 
equipment. 


Atmosphere spoiled 


If you think I am exaggerating 
please look at this brochure. A 
striking cover in black, red and 
blue shows a giant “dumper” 
(circa 1954). The type reads 
“The superb Chaseside.” “Chase- 
side” is in elongated Roman, 
which is just passable, but “the 
superb” is in this wide Latin 
stuff and it spoils the whole 
atmosphere. Look inside. Wide 
Latin is again used to run along 
the top of the double spreads and 
there are big blobs all over the 

ges with wide Latin in reverse. 

ost of the text is in Times, the 
bold version of which could 
have easily been used for the 
headings and for the reverse por- 
tions a modern sans. However, 
I must give credit where credit 
is due. Some of the double 
spreads are very colourful and 
lively, utilising red and blue 
panels and cut out half tones. 

The odd thing is that in 
another leaflet for the Chaseside 
Shunting Tractor the Latin face 
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THERMAL INSULATION 
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is not used, Gill sans is used for 
the headings and for the reverse 
plate. This, in my opinion, is 
more in keeping with the modern 
equipment produced by Chase- 
side Engineering Co. Moreover, 
if you think a certain face 
is old fashioned so will the man 
who buys engineering equipment. 

As to the Grant and Livingston 
leaflet for motor lifeboats and 
rov'ing boats, I may be leading 
with the chin. I think Egyptian 
faces are pretty dated too and 
would never use them myself, but 
I must say they are not quite as 
ugly as Latin which looks like 
an Egyptian with its slab serifs 
sheared. The inside of the Grant 
and Livingston leaflet is there- 
fore passable. The layout, par- 
ticularly where the illustrations 
are used, is quite lively, but the 
Karnak does look a bit heavy. 
On the cover Karnak Black is 
used in reverse and I do not 
think it comes off. That is be- 
cause it is too fat and the counter 
in the lower case “e” for 
example tends to fill up. 

In contrast the Cape Asbestos 
Company's leaflet on Caposite 
uses good old Gill sans for its bold 
effect. I don't think you can 
beat a good modern sans for 
industrial publicity. After all, 
those old Egyptians were not de- 
signed for this type of thing. The 
Caposite leaflet also shows that 
for reverse type Gill sans is also 
first-class. This leaflet is printed 
in black and a sort of khaki and 
is a solid job of work. 
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S.B.A.C. NUMBERS 


September 3 BRITISH AIRCRAFT INDUSTRY NUMBER 


Press Date ordinary advertisements, August 16 


September 10 FIRST S.B.A.C. SHOW REPORT 


Press Date ordinary advertisements, August 27 


September 17 SECOND S.B.A.C. SHOW REPORT 


Press Date ordinary advertisements, September 3 


TEMPLE PRESS LIMITED, Bowling Green Lane, London, E.C.1. TERminus 3636 
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ADVERTISER'S WEEKLY 


‘Advertiser’s Weekly’ Special 
Market Survey of 


WEST AFRICA 


Greater personal wealth creates big 


consumer goods 
By a Special Correspondent 


demand for 


HE BRITISH territories on 

the West African coast, 
Nigéria, the largest colonial 
unit in the Commonwealth, and 
its sister-territories, the Gold 
Coast, Sierra Leone and Gam- 
bia, have, since the war, 
become increasingly familiar 
to the British public. 

Detailed knowledge of their 
affairs, however, is still slight and 
the 50-year-old conception of 
the “White man’s grave” dies 
hard, while the enormous strides 
made in every direction by these 
countries is known only to the 
small circles whose attention is 
pgs concentrated upon 

em. 


Rising living standard 


The improvement in communi- 
cations, the development of con- 
tact with other countries, the 
rising standard of living and the 
widening of education are pro- 
mens a more sophisticated out- 
00 


A striking increase in the 
value of exports has resulted 
in greater personal wealth and 
a growing demand for the 
world's goods. There is every- 
thing present to warrant a 
close study of possibilities, 
with the predominant position 
held by British goods of every 
description an important i 
tor. But the widespread lack 
of knowledge of conditions 
and the existing opportunities 
for reaching the African public 
prevent many manufacturers 
from entering these expanding 
markets. 

Given the right degree of well- 
deserved interest, the West 
African markets are a fascina- 
ting study for the advertiser. 
Apart from geographical differ- 
ences and borders drawn during 
the partitioning of Africa, there 
are differences of character, tem- 
perament, language, custom and 
dress to be recognised. There 
are Ibos, Yorubas and Hausas in 
Nigeria; Gas, Fantis and Ewes 
in the Gold Coast, and Mendes 
in Sierra Leone. These are not 
all, but they identify some of the 
individual units compre the 
populations of these lands. 


The West African calls white 
men “Europeans” whether they 
come from Europe or not. 
Similarly, white men are apt to 
refer to black men as “Africans.” 
As a general term it is reason- 
ably correct, but when interest 
is not general, the term is mis- 
leading. Africa is a vast conti- 
nent divided into many units, 
containing a wide variety of 
types of the Negro race, under 
a large variety of forms of 
government and having contact 
with white men in varying 
degrees of penetration and ways. 
This continent is vaster than 
Europe and inter-communication 
between its indigenous people is 
very restricted indeed because of 
the great distances and lack of 
facilities. Thus, the extent of 
integration between the various 
types of African people is also 
very limited. The collective 
term “African,” though some- 
times unavoidable, must there- 
fore always be used with care 
and its looseness never over- 
looked. 


Winning the interest 


To reach the West Africans 
and win their interest is indeed 
a problem. To reach them 
economically in quantity is even 
more of a vroblem. It is diffi- 
cult to envisage how this can 
possibly be done effectively with- 
out the knowledge of a svecialist 
familiar with or intimately repre- 
sented, on the spot. 

Advertising is not new to West 
Africa, but modern methods of 
publicity endeavouring to cover 
this diversified field as widely, 
effectively and economically 4s 
possible are still developing, 
with a useful string of successes 
showing that this development is 
along the right lines. 

Resulting from this planned 
and praeeen development, 
only the more orthodox means 
of advertising have been brought 
to a real pitch of practicability, 
taking three forms: outdoor, 
press and cinema. 

Poster and signs in a variety, 
of shapes and styles developed 
over the last 25 years are dis- 
played through well-organised, 


well-maintained and supervised 
services offering good and 
reasonably deep coverage 
throughout each territory. Un- 
doubtedly they are among the 
most effective means of advertis- 
ing for mass-market products. 


Outdoor displays designed for 
the markets reach a large part of 
the population realistically, dra- 
matically, pictorially and in full 
colour. Because they are in a 
striking static form the message 
can be studied at length by the 
potential buyer. 

That the West Africans are 
poster-conscious needs no better 
proof than their own favour for 
“fly-bills” to announce meetings, 
elections, births, marriages and 
deaths as well as commercial 
messages. 

In the sphere of press adver- 
tising it is worth recalling that 
six years ago no single news- 
paper in West Africa could boast 
a five-figure circulation and cer- 
tainly not one of them dreamed 
of committing figures to an 
audit certificate. The situation 
has now very greatly changed. 


One Nigerian daily achieves 
over 60,000 sales (audited) and 
considerably more when a 
strong news story appears. This 
is one of a chain of five impor- 
tant publications, with a weekly 
in Nigeria, a daily and weekly 
in the Gold Coast and a daily in 
Sierra Leone. 

An outstanding development 
is in mission publications. 

Missions are run by a wide 
variety of religious denomina- 
tions and they play a major role 
in education, medical and social 
services, as well as propagating 
their particular religious creeds. 
Their influences are strong and 
so are their publications. One 
monthly audits at 40,000 with a 
100,000 target by the end of 
1954, 

Press development on _ the 
coast cannot be treated in detail 
here. It should, however, be 
borne in mind that the printed 
word is assuming greater and 

reater importance in many 

est African lives because of 
the spread of education. Politi- 
cal consciousness is growing and, 


TANDARDS of living 

are rising in West Africa. 
Increased quantities of Euro- 
{pean manufactured goods 
covering a wide variety are , 
demanded. A vast potential 
market exists and the wise 
manufacturer will appreciate 4 
that advertising, carefully ap- 
plied, can do for him in West 
Africa what it has done in 
+more advanced parts of the 
} world. ; 


as the territories move towards 
self-government and _ eventual 
Dominion status, the printed 
word is needed for its proper 
nourishment. In this transition 
period (during which growing 
— cannot be avoided) a num- 

r of newspapers have success- 
fully adapted themselves and 
others are planning to do so. 
There are almost daily changes 
and the wise advertiser keeps 
in close touch. 

Cinema - going as a West 
African pastime is relatively new. 
Already, however, a large num- 
ber of cinemas exist althougn 
they are generally limited to the 
main towns. They are flourish- 
ing and, while Hollywood 
“Westerns” ride supreme as 
favourites, West Africans enjoy 
practically everything the screen 
offers — except perhaps slow 
slushy “love” dramas. But then, 
they are not alone in that. 

Cinema slide advertising is 
now giving way to film-flashes 
and filmlets, the latter offering 


@ Continued on page 68 
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Printed and Published by 


*ASSOCIATFD 
NEWSPAPERS 
OF NIGERIA LTD. 
HEAD OFFICE :— 34, COMMERCIAL AVENUE, LAGOS 
For further information, specimen copies and advertisement rates apply to: 
THE AFRICAN & COLONIAL PRESS AGENCY, LTD., 
8 Red Lion Square, London, W.C.1, Tel.: HOLborn 6645—CHAncery 4748 


ADVERTISER'S WEEKLY 


IGERIA 


WEST AFRICAN PILOT*« LAGOS 
The National Daily, read throughout the west coast of Africa. 
Regarded as a bible by its influential readership. Its circulation 
covers the whole of Nigeria and other parts of West Africa. 


EASTERN NIGERIA GUARDIAN « PORT HARCOURT 
Read widely in the densely populated regions of the “ Palm 
Belt.” Port Harcourt, Calabar, Opobo, Aba, Uyo, Umuahia are 
the commercial centres served by this daily. 


NIGERIAN SPOKESMAN « ONITSHA 
Onitsha Province is richly endowed with coal, lignite, limestone, 
iron ore, lead, zinc and oil. Historic towns like Onitsha—the 
mart of West Africa—and Enugu—Nigeria’s “ Coal City,” are 
spheres of activity of this daily. 


SOUTHERN NIGERIA DEFENDER*« IBADAN 
Cocoa, rubber, cola nuts, tobacco, tantalite, tin, gold, diamonds 
are among the natural resources of Abeokuta, Oyo, Ijebu, Ondo, 
Benin and Warri Provinces which are served by this daily. 


DAILY COMET KANO 
For 20 years this newspaper has served its clientele and made 
itself famous locally as champion of wage-earners and friend 
of employers. Its field of coverage includes the whole of the 
NORTHERN REGION. 


(THE COMET PRESS LTD., KANO) 


nis 
West African 
Airways Corporation 


@ Operating a comprehensive 
network of routes to 25 
centres within West Africa 


@ Daily services within Nigerio 


@ Frequent services to the 
Gold Coast, Sierra Leone, 
Gambia and Senegal 


FLY sy THe AIRMAIL ROUTES 


d General Agents for BOAC, KLM 
a and SWISSAIR 


WEST AFRICAN AIRWAYS CORPORATION 


AFRICA — =o 


market for BRITISH GOODS... . 


Libya 
Portuguese East Africa 
Zanzibar 


EXPAND AND STIMULATE YOUR SALES BY ADVERTISING 
IN THE LOCAL NEWSPAPERS IN THESE TERRITORIES 


—-eeee0e- 
THE AFRICAN AND COLONIAL PRESS AGENCY, LTD., 
(Newspaper Representatives) 
represent some of the leading publications in these markets 
and will be glad to send specimen copies, advertising rates, 
etc., on application. 


8 Red Lion Square, London, W.C.! 
Telephone: HO 6645—CHAncery 4748 
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Do you wish to SELL to — 


NIGERIA? 


then you should certainly advertise in the 
newspapers that are achieving nation-wide 
coverage in this vast territory of growing 
importance. Chief among the papers which are 
steadily increasing in circulation are the 
following: 


DAILY SERVICE - (Lagos) 


A National DAILY for 20 years, which from 
January, 1954, is being printed on a Rotary Press 
and produced by modern methods and up-to- 
date machinery. Circulation is moving progres- 
sively to a higher level as its distribution 
organisations gradually improve and come into 
operation. 


NIGERIAN TRIBUNE — (Ibadan) 


A provincial DAILY which is widely circulated 
throughout the thickly-populated West. Ibadan 
is the University City of Nigeria and Is the Head- 
quarters of the Western Regional Government. 


IROHIN YORUBA — _ (Lagos) 


A WEEKLY paper in the Yoruba language which 
is read by the enlightened Yoruba-speaking 
peoples in Nigeria. Printed on the same 
Rotary Machine as the DAILY SERVICE, 
circulation Is also increasing steadily and will 
continue to do so as the combined distribution 
arrangements become extended. 


Published by: 
Amalgamated Press of Nigeria, Ltd., 
5-7, Apongbon Street, Lagos, NIGERIA. 


For Rates, Specimen Copies, Circulations and 
Latest Information, apply to: 


The African & Colonial Press Agency, Ltd., 


8, Red Lion Square, London W.C.!. 
Tel.: HOLborn .  CHAncery 4748. 
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movement and more interest 
for audiences. Moreover, proper 
and gy organised projec- 
tion can more certainly 
arranged when filmlets are em- 
ployed and that is an important 
factor for advertisers. 


Other media available 


These three constitute the more 
orthodox and organised means 
of advertising in West Africa. 
They are not alone althou 
apart from limited opportunities 
(such as in certain bus services 
and railway coaches) few other 
media are developed to any 
major degree, 

Neon signs, direct mail, lorry 
displays and suchlike must still 
be regarded as unusual and de- 
manding individual attention. 

‘ apne is strictly non-commer- 
cial. 

Shop windows and counters as 
known in Europe exist only here 
and there in one or two major 
towns. This means that a great 
deal of display material sent out 
by well-meaning advertisers is 
wasted. On the thousands of 
African shops, material can be 
nailed or pasted up on walls or 
doors, but such display space is 
very limited and subject to con- 
siderable competition among 
local manufacturers’ representa- 


tives. 

Production of advertising 
material for West Africa is an 
entire subject in itself and 
cannot be dismissed in a few 
words, except to stress the in- 


region, its les and the 
need for knowledge. 
To i hears so 


Jury 8, 1954 


Bicycles from the United K 
dom are very popular. Trade 
components is also brisk. 


cloth! 

Some aspects of production 
are somewhat obvious—such as 
knowing the reproduction capa- 
bilities of media and om 
a Yet £ yon must ote 

people to whom your appea 
is directed before deciding on a 
copy approach which will mean 
anything at all. To mention two 
points only: 

© Humour must be handled 

with great care. 

@The position of women 

in the community needs 


. Ae * * 


The colours and patterns dis- 


played were copied from actual 
West African materials 


Special ink for W. African poster 


A NEW Robin “Maison 
Blue” eight-sheet poster 
has recently been designed for 
the West African market by 
the advertising agents Export 
Advertising Service Ltd. 


_ The design was printed chromo 

litho in 10 colours by Jordison 
& Co. of London and Middles- 
brough. A special fast ultra- 
marine blue ink was used to 
match the pack and to withstand 
the sunlight in West 
Africa. 

The African love of detail is 
reflected in the poster which for 
more “sophisticated” markets 
appears to violate at least one 
basic principle of good poster 
design. Not only has an attempt 
been made to capture the sort 
of river side scene which is 
common in West Africa, but the 
colours and patterns of the 
various garments displayed have 
been copied from actual pieces 
of material brought back from 
a recent tour of the market by 
one of Reckitt & Colman (Over- 
seas) Ltd., executives. 


Robin blue is marketed in 
Nigeria while the “Maison” 
mark is on sale throughout the 
Gold Coast and Sierra Leone. 
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Without specialised knowledge, advertising 
in tropical countries offers unlimited scope 
for waste and error. With specialised knowledge 
there are vast profitable markets to be won 
for branded goods. We give all our time and 
thought exclusively to export advertising, with 
particular emphasis on the rich African and Asian 
markets. We know intimately the territories, the 
native people and their way of life: a knowledge 
constantly refreshed by overseas tours and by 
reports from our associates in many lands.# 
On policy, approach and presentation we speak 
with authority. We offer a full Agency service in 
London with representation in your own markets. 
Our Clients — more than 60 of them —are all 
firms of international importance. That is the outline 
of our story. May we fill in the gaps for you? 


We are privileged to 
create Export advertising for 

QUAKER OATS ELECTROLUX OVALTINE 
GUINNESS VASELINE GILLETTE 


HERCULES CYCLES OPTREX KODAK KLIM 
GOODYEAR TYRES SsCOTT’S EMULSION 
BLACK AND WHITE WHISKY 
LIPTON’S TEA OSRAM LAMPS 
AND OTHER G.E.C, PRODUCTS 


Specialists in Overseas Advertising 


Export Advertising Service Ltd. 


%* including West Africa Publicity Lt4., Lagos, Accra, Freetown \ 
Nigeria. Gold Coast, Sierra Leone, Gambia, French West Africa \ 
Kenya Advertising Corporation Ltd... Nairobi & Mombasa , 
Kenva. Uganda. | anganyika, N.Rhodesia.Nyasaland, Zansiber, Portuguese Kast Africa \ 
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TWO-THIRDS’ of NIGERIA 
is in the NorTHERN PROVINCES 


TWO-THIRDS’ of the population 
live in the NorTHERN PROVINCES 


*approximately 


The GASKTYA CORPORATION 


which was financed by the Colonial Development and 
Welfare organisation, was founded to publish English 


and Vernacular literature. 
similar to that of the London Times and the B.B.C. 


It is controlled by a charter 


The Corporation publishes the following newspapers and 


periodicals : 


* GASKIYA (Truth) 


A weekly in Hausa 


* NIGERIAN CITIZEN 


A weekly in English 


° JAKADIYA A group of vernacular 


fortnightly newspapers covering most of the Northern 
Provinces 


od THE WORLD A monthly magazine 


in English and Hausa editions 


e WEST AFRICAN ANNUAL published 
in October each year and circulating in all British 
West African Territories 


1d. 


2d. 


Id. 


I/- 


2/- 


Specimen copies and particulars are available from :— 


C. H. G. NIDA, LTD., 
91 St. Martin’s Lane, London, W.C.2. 


Temple Bar 5735 


West Africa 


Jory 8, 1954 


Growing literacy creates 
need for more newspapers 


Advances in Nigerian adult education are having the effect of 
enhancing the power of advertisements in newspapers. Problems 
of distribution are being gradually overcome. 


N THE British Colonies live 

about 70 million people— 
60 million of them in the 
African continent. 

But where in Africa? 

One might be misled into 
thinking that because of the 
frequent newspaper headlines 
about the Mau Mau of Kenya, 
“ troubles of the Kabaka in 

—— the ill-fated groundnut 

eme of ar and the 
wish of South Africa to take 
over Bechuanaland, Swaziland 
and Basutoland, these were pos- 
sibly the most important and 
populous areas of British Africa. 

The fact is, however, that over 
half, 31 million, of the British 
Colonial peoples in Africa live 
in one territory—Nigeria. From 
this area come groundnuts 
palm oil, tin, manganese, cocoa, 
skins and hides, bauxite, timber 
and other badly needed materials. 


Standard of literacy 


Although Nigeria may enjoy 
self-government in the near 
future, the standard of literacy 
is very low. In the Northern 
Provinces, with a population 
nearly two-thirds of that of the 
whole country, this is particularly 
so and a major effort to correct 
it is now taking place. 

Seven years ago the North had 
its first newspaper—a weekly in 
the Hausa language. The pub- 
lishing firm, the Gaskiya Cor- 
poration, was founded upon a 
grant from the Colonial Develop- 
ment Fund. Later a twice-weekly 
we oe! was attempted, but this 
ailed because the comparatively 
few people capable at niin 
the contents of a newspaper 
aloud tn the village communities 
could not find time for the work. 

Since then, however, education 
has gone ahead so fast that it 
has been found necessary to pub- 
lish local fortnightly newspapers, 
sponsored by the Adult Literacy 

mpaign, in most of the Nor- 
thern Provinces. About 100,000 
copies of these editions are 
printed in their various dialects, 
with a centre spread in Hausa. 

Distribution is still a main 
problem but it is gradually being 
Overcome through the establish- 
ment of travelling bookshops. 
These have been built in the 
manner of folding bookstalls, 


| MFANTSIMAN PRESS LTD. 

/ Printers, Meg a Booksellers, 

Agents 

Seek contacts with Manufac- 

| turers desirous of trading in 
the Gold Coast j 


P.O. Box 34, CAPE COAST, Gold Coast 


sturdy enough to travel over the 
roughest country to outlying 
villages. They not only 
newspapers but books, pamphlets, 
and school requirements, etc. 
Papers from the South have 
never been able to penetrate the 
North because of language and 
transport difficulties and copies 
air, of necessity coming in 
small batches are too costly to 
become a profitable undertaking. 
With wider education a desire 
for a higher standard of living 
is growing. For the moment the 
North Nigeriar. believes what he 
reads or what is read out to him. 
He has not yet learned to 
differentiate between editorial and 
other forms of news, so that care 
has to be exercised over the kind 
of advertisement allowed to 
appear in these provincial papers. 


order that health training shall 
not be hampered. So are those 
for alcoholic refreshment, but 


HE EDITORS of five leading 

West African newspapers 
recently visited the Lancashire 
factories of Leyland Motors Ltd. 
The visit was arranged as the 
culmination of a tour of ‘the 
north-west. They are, reading 
from left to right: Frederick 
Therson Cofie, of “African 
Morning Post,” Accra, Gold 
Coast; Joseph Henry Torgbor 
Obodai, of “Ghana _ Evening 
News,” Gold Coast; Melie 
Chuku Kafu Ajuluchuku, of 
“Daily Success,” Lagos, Nigeria; 
Fidelis Okonicha Ebuwa, of 
“Southern Nigerian Defender,” 
Ibadan, Nigeria; a _ Leyland 
official, and Josephy Dixon- 
Baker, of “Daily Guardian,” 
Freetown, Sierra Leone. 
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russia 


offers you new opportunities for 


industrial clients 


Agricultural Machinery Light Industry 

Automobile and Tractor Industry Machine Tools and Cutting Tools 
Building Industry Meat Industry of the U.S.S.R. 
Butter and Fats Industry Mechanization of 

Chemical Industry 
Coal 

Dairy Industry 
Electricit 
Electric-Power Stations 


Labour-Consuming Processes 
Oil Industry 
Paper Industry 
Printing Industry 


, . Refrigeration Engineering 
Fillies ducer Sea and River Fleet 
Foreign Trade Soviet Trade 
Foundry Production Textile Industry 
Glass and Ceramics Timber Industry 
Journal of Communications Wood Working and Timber Industry 


All these highly technical trade papers published in Moscow may now 
be seen in our offices—one minute by car from Marble Arch. For rates 
and further information apply to :— 


Millinzton Publications L'd., 15 Southwick Street, Hyde Park, London, W.2. Paddington 2607-8-9. 
Sole Agents for Mezdunarodaaja Kniza, Moscow, 200. 


The BROOK PROJEGTOR 


causes a stir 


A Brook Projector at the Kudio Eahibition 


A brilliant, steady picture — even 40 minutes of film with either 
in daylight — with high quality automatic repeating or push 
sound reproduction hold attention. button control. It takes up a floor 


The Brook Projector shows up to space of only | square yard, 


Write or phone for details of hiring or purchasing the Brook Projector to: 


SOUND-SERVICES LIMITED 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD LTD.) 


20 KINGSTON ROAD * MERTON PARK * LONDON * &.W.19 * TELEPHOWE: LIBERTY 4291 
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ADVERTISER'S WEEKLY 


Trade and Technical Press Viewpoint 


A RECENT television pro- 
gramme which featured 
off-the-peg men’s clothing 
supplied by a multiple tailoring 
organisation (John Collier) 
created a storm in the men's 
wear trade. And it certainly 
showed the potentialities of 
commercial TV in this particu- 
lar sphere, 

There was, of course, no ad- 
vertising in the B.B.C. show; 
but the audience were given a 
description of the garments worn 
by the male models, and the 
retail po. The following day 
special window displays in the 
John Collier shops informed the 
public that the garments featured 
in the programme were from 
their stocks. Moreover, accord- 
ing to the Tailor and Cutter 
members of the public who 
deluged the producer of the show 
(Bettie Spurling) with inquiries, 
were told they could obtain the 
clothes at John Collier shops. 

All very nice for John 

Collier, who were fortunate 
enough to be asked to supply 
the clothes for the show, but 
not so good for their competi- 
tors, nor for the better-end of 
the tailoring trade, 

Reaction can be judged from 
the following extracts from lead- 


How the trade reacted to 


the TV fashion show 


By 


ing articles in the three weekly 
men’s wear trade journals: 

The Tailor and Cutter: “What 
emerges most strongly from the 
after effects upon the B.B.C.’s 
inquiry switchboard is the fact 
that the average Englishman is 
vastly interested in his clothes 
and probably even more 
interested in the price of them. 

In this particular case, a 
programme has revealed to the 
general public something they 
apparently did not know hitherto. 
That certain clothes can be 
bought for relatively low cost. 
The manufacturing tailor con- 
cerned was far-sighted enough to 
allow his clothes to be shown 
without nominal mention in the 
broadcast itself and then astute 
enough to follow up the interest 
created by the programme by 
circularising through bene 
channels the name and details 
of the tailoring firm concerned. 
On this astute piece of publicity, 
the firm in question should be 
congratulated. 

“But judging from the tele- 
hone calls we have received 
rom trade members and, ap- 
parently, the reaction noted in 
the H.Q.s of tailoring organisa- 
tions, the other tailors are not at 

prepared to congratulate 
them. Their main concern seems 


Part of a display organised by the weekly “Mining World & 
Engineering Record” in the main window of the Western Australia 
offices in Central London. Diamond drilling was the theme of the 
isplay which attracted a high percentage of passers-by. The recent 
annual publication of “M.W. & E.R.’s" book “Westralia’ is devoted 
entirely to the gold mining industry of Western Australia. 


SCRUTINEER 


This is the way 
John Collier gave 
notice in their win- 
dows of the tele- 
vision programme 
that featured their 
products. 


to be in finding fault with the 
programme itself. 

“It seems to us a pity that the 
automatic reaction among many 
bespoke tailors is destructive. 
We feel they would be better 
employed in searching for 
possibilities not of destroying 
other people’s publicity efforts 
but of creating their own.” 

Men's Wear: “For the men’s 
wear trade as a whole this was 
good publicity. It was the type 
of thing for which many retailers 
have been asking. But instead 
of pleasing all men’s wear 
traders, it has brought forth a 
number of complaints . . . many 
retailers contend Collier's were 
given an unfair advantage, be- 
cause most of the goods featured 
on TV were in the lower-price 
bracket. 


Result of publicity 


“It is true that these prices, 
allied with the descriptions, 
might give the public a false idea 
of current values. But this show 
and the complaints that followed 
from competitors are an example 
of what happens when publicity 
is given to the men’s wear 
trade.” 

The Outfitter: “So now you 
know. So now you realise the 
tremendous impact of television 
on the clothing trade. Even 
when a few quite ordinary items 
of men’s apparel are shown in 
conjunction with a- woman's 
fashion show on TV the public 
immediately becomes enormously 
interested . . . it gives a real 
indication of what could happen 
if commercial TV gets under way 
next year. And it shows the 
tremendous advantages that the 
big firm will be given over his 
smaller competitor. 

“It does seem that the manu- 
facturing organisations and the 
National Association of Out- 
fitters and the tailoring organisa- 
tions should now be discussing 
ways and means of combating 
the menace of the multiple shops’ 
advantage on television with the 
view to organising their own 
men’s style shows, and thus help- 


Picture by Men's Wear 


ing the great majority of their 
members.” 

The latest news from this 
trouble front is that the B.B.C. 
has agreed to meet representa- 
tives of the trade organisations 
to discuss ways and means of 
putting over men’s styles which 
would not upset any particular 
section of the industry. 


* * * 


HE CURRENT issue of 

World Refrigeration (which 
devotes itself to the refrigeration 
and allied industries) draws atten- 
tion in the leader article to the 
swing to refrigerated windows: 
“There seems to be a much 
greater readiness to accept the 
window principle of ‘showing to 
sell’ and to accept also the feasi- 
bility of storing in the same area 
from which the selling takes 
place. Butchers and fishmongers 
are the two trades most obviously 
ready to experiment with this 
development.” The article then 
goes on to report of a number 
of recent installations in retail 
establishments and also of a 
series of inquiries from other 
potential users for similar work. 

Undoubtedly a window display 
of items that would otherwise 
have to be kept locked away in 
a display cabinet located within 
the store can attract a lot of 
trade and remarkable new adver- 
tising opportunities are opened 
out by such an_ installation. 
Great care, however, must be 
taken before such an expensive 
step is taken, As World Refrig- 
eration puts it: “Experience has 
shown that different sites, dif- 
ferent local conditions, and the 
layout of the shop, all affect the 
degree of efficiency of the re- 
frigerated window. 


* a ok 
SPECTS of the “Drink 
more milk” advertising 
campaign are commented upon 
in the leader of last month's 
Milk Industry. After pointing 


out that the blicity 

material issued by the National 

Milk Publicity Council could 

not be expected to please 
@ Coutinued on page 74 
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The 
Power behind the counter 
is the most vital force in 


selling textiles to the public 
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® TRADE AND TECHNICAL PRESS VIEWPOINT —cont. 


everyone and that there had been 
“some forthright criticisms” it is 
stated that “there is ... a cer- 
tain difficulty in criticising the 
council’s activities because no 
one appears to know exactly 
what its policy or programme 
is.” Two factors, however, 
seemed to need emphasis with- 
out delay. 

“First of all, the general 
impression of the publicity 
drive is that it is a Milk 
Marketing Board campaign. 
In a Llandudno paper dated 
May 29, for instance, there 
appears this sentence: ‘No 
wonder there has been a ready 
response to the Milk Market- 
ing Board's £300,000 publicity 
drive.” That is from material 
provided by Mather & 
Crowther, the N.M.P.C. 
agents, and it points to a 
breakdown in the liaison be- 
tween them and the N.M.P.C. 
Nor is this an_ isolated 
example. In most press men- 
tions of the publicity drive, 
sponsorship is attributed to 
M.M.B., which is not only in- 
accurate but is bound to imply 
that distributive representation 
on the N.M.P.C. is not as alert 
as it should be. 


Short term view 


In the second place, continues 
Milk Industry, there is much too 
strong a temfoaey at the moment 
to look at the publicity material 
and to ask, “how much milk is 
that going to sell?” On that 
point the journal becomes 

emphatic: “If ‘he milk industry 
va ly expects posters and slogans 
to sell its milk, it would do 
better to jettison the whole 
selling campaign now and 
the money to other uses. The 
real sales of milk take place on 
the doorsteps, and while pub- 
licity can certainly make con- 
sumers receptive to sales efforts, 
it will never be a substitute for 
salesmanship, nor should we 
expect it to be 

The leader article concludes 
by expressing the belief that the 
teething troubles and minor 
complexities of the campaign 
will disappear as it gains 
impetus: “But let us be quite 
sure that we — 2 ee what is 
going on. ign is a 
joint effort 3 bone ucers and 
distributors, And it is designed 
to help the milk industry, not 
relieve it of all its sales 
responsibility.” 

* * a 
AST MONTH'S issue of 
Sheet Metal Industries car- 
ried over 130 pages of advertise- 
ments. It also carried a leader 
headed “Jungle Jargon” which 
will command the respect of all 
who have anything to do with 
the advertising and selling of 
aluminium. 

Commenting on the fact that 
while the varieties of light alloy 
available were admittedly many, 
they did fall into a small 


number of well-defined groups, 
the article continued : 

“We have no hesitation in 
saying that a considerable 
forward in the popularisation of 
aluminium would be effected if 
recognition of this fact were 
reflected in the nomenclature for 
up to, say, half-a-dozen alloy 
types. It is surely better for the 
aluminium industry that familiar- 
ity with the properties of 

uminium and an appreciation 
of its virtues should be spread 
still wider, than that sales 
energy should be diverted to- 
wards a particular trade brand of 
alloy in competition with pro- 
ducers of identical materials. 
The sales picture is by no means 
the same to-day as it was 10 
years ago when every ounce of 
the material that the producers 
could roll was eagerly sought 
after for the national effort. 
There is thus a need too for a 
properly defined sales policy 
which can ensure that the needs 
of the user of small lots are 
adequately catered for.” 

In the opinion of S.MJ. 
(which is claimed by the pub- 
lishers, Industrial ewspapers 
Ltd., to be the only lowe! ia 
the world wholly devoted to the 
manufacture, working, assembly 
and finishing of ferrous and non- 
ferrous sheet and strip metal) the 
time has now come “to provide 
such information as may assist 
in opening up new markets for 
aluminium and the extension of 
its, present uses.” 

oe 1 * 
RITING in Fish Frier's 
Review, “A.B.” says the 

new series of advertisements in 
the White Fish Authority's 
campaign are a big improvement 
on their predecessors. “One of 
the first failings of some of the 
previous Whispering Fish adver- 
tisements was that they did not, 
in my opinion, attract the atten- 
tion of the reader forcefully 
enough,” he says. “It has no 
doubt been argued that contrast 
(which is a common method of 
attracting attention) does not 
necessarily have to be black on 
white, but it can just as well be 
white on black. In other words, 
if most of the advertisements and 
editorial matter in a newspaper 
are relying on heavy type for 
attracting attention, then the 
occasional advertisement which 
is quieter will stand out clearly 
in contrast to its surroundings. 
Many successful advertisers 
clearly believe that the +4 
British public is more likely to 
be impressed by sledgehammer 
blows than by gentle taps. 
The new style advertisements 
seem to have more visual 
punch.” 

It is announced in the Review 
that to support the press adver- 
tising, the Authority will run 
during the summer a_ short 
cartoon film featurin the 
Whispering Fish. This film will 
be shown in leading cinemas in 
cities and towns ~ over 50,000 

population. 
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PAINT 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 
formed publication in these indust- 
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The Paint, pl the oa 
in its particular 
. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers as sec 
tion of the industries, a most effec- 
tive advertising medium. 


JOURNAL 


Your next a riation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 


Se to 83-6, Farringdon St., 
E.CA, Phone: City 4788/9 


pe ms 
> a sto EAM Ep ed 


~ +e 10 ie va 


OGGaa 
SILK SCREEN ARTS LC® 


97 SHIRLEY ROAD. CROTOOR 
ASOiscemee 8447-8 


PEEDY Site 
EUPRESS 


“DAY-GLO” PRINTERS 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 


SCREEN PRINTED TO ORDER 


HENDON 
BILLPOSTING 


ye, —— - ——— - ——— : - —— 
» tom a 
aN , - i 
MANUFACTURE! 
LY At — ; | | 
: al fe 
Are 3 ~ es \ | 
ig T.G. Scott & SonLtd 
; 7 ae 
si manufacturers of 
Ay, FlectroniK Potentiometers 
Ld ulating Control Equipment, 
; haee soup, sauces, etc. 
Z , cafe y 
er 
= : mist SATE — uf 
4 __-tphteric oe OTer 
22) Nae | 
cs | || MODERN PUBLICITY SERVICE 
: ‘o MANUFACTURING CHEMIST UPPER BSaronD Soon oes. S.W.14 
ra FIBERS (MaTURss 28D 6Y wrMETIC) PROspect 6097. DAYGLO PRINTERS 
‘ages PAINT MANUFACTURE 
ae WORLD CROP® —aTomcs | 
Ae, POTTERY 4ND G1Lase 
he ¥ eunsue memsmnans Diemer | 
) = = 
aah CMEMICAL AND PROCESS 
oe All published at 
=. , Stratford House 
‘a ae Eden St., London, N.W.1 + abs 
2 ae i Se es ges A hee a ce ae 2 


JuLy 8, 1954 


Pioneering a new phase — 


of meat advertising 


E-CONTROL of _ meat 

rationing on Monday last 
was D-Day for a campaign 
planned for John Best, multiple 
retailers, by Reid Walker 
Advertising Ltd. 

By tradition, the meat trade is 
not advertising-minded in a 
campaign sense. By adopting the 
plan advocated by Reid Walker, 
John Best has pioneered a new 
development in planned retail 
meat-marketing. 

The first advertisement, repro- 
duced on this page, reminds 
housewives that freedom of 
choice cuts both ways and that, 
from now, John Best on their 
part can exercise freedom of 
choice in trade buying to the 
satisfaction of the customer—in 
respect of variety, quality and 
competitive prices. Factors of 
hygiene and service are also 
stressed. Subsequent advertise- 
ments will feature other —— 
aspects of meat buying from the 
housewife’s point of view. 


Transfer of custom 


In a sense, the campaign is 
educative, taking into account 
the fact that the youngest genera- 
tion of married women has 
known only controlled “this-or- 
nothing” conditions of buying. 
Inevitably there has been a 
certain transfer of custom follow- 
ing de-control and the situation 
in this respect has not settled 
down. The John Best advertising 
is planned to attract and retain 
new customers at this period. 

All the advertisements in this 


The first advertisement in the 

John Best advertising campaign 

to acquire more patrons follow- 
ing the end of meat rationing. 
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series feature “Jolly John Best,” | 


a cheerful little figure created by 
Reid Walker to symbolise the 
spirit of the firm’s policy. As 

campaign expands, this figure 
will be developed in other forms 
of sales promotion. 


Ad Man’s 


Bookshelf 


The best of Indian commercial art 


Cag, published by the Commercial 
Artists’ Guild, Bombay, India. 

HIS IS the fifth annual 

edition of the Indian Com- 
mercial Artists’ Guild publica- 
tion and it must be regarded 
as a valuable guide to any ex- 
porter or agency interested in 
developing the vast market of 
India. 
- As the foreword points out, a 
noticeable feature of 1953 was 
that a beginning was made 
towards imparting Indian charac- 
ter and atmosphere to the 
illustrations prepared for press 
advertising. is trend, however, 
so far applies to a much less 
extent to the work done in the 
fields of packaging, direct mail 
material, business stationery and 
typography. 

The illustrations carried in this 
annual represent a selection of 
the best advertisements submitted 
to a team of judges. They are, 
as the annual itself puts it, “the 
cream of the artwork produced 


in the past year” in India. The 
categories include press advertise- 
ments, magazine advertising, 

sters, dealer aids, calendars, 
olders, blotters, greeting cards, 
containers, cartons, labels, letter- 
heads, magazine covers, editorial 
art, and students’ work. 


Guide to films 


The Year's 16 mm, 
by Current Affairs 


Ae every worth-while 


films 1953, 
Lid. 68. 6d. 


film, whether for work pur- | 


or for pleasure, can be 


obtained nowadays in 16 mm. 


In fact, more than 100 such films 
are released in an 
month. 

As the range of material 
widens, however, the task of 
selecting the best films for a 
specific requirement grows more 
perplexing. The function of this 


Selling to men. . 


To reach men in the higher income 
group—and aspiring young men who are 
heading that way—use MAN ABOUT 
TOWN. The readers of this new quarterly 
magazine are men of taste and discernment 
who represent a select audience for the 
advertising of quality goods. The Christ- 
mas Buying Number, to be published 
Nov. 19, closes for press Sept. 1. 


THE MAGAZINE FOR THE WELL-DRESSED MAN 
PUBLISHED QUARTERLY. 


Advertisement Director : Keith Fraser 


“TAILOR & CUTTER” HOUSE, 42-44 GERRARD STREET, W.1. 


SYREN 1. SHIPPING 


is THE Shipping Paper 
if you want to reach 


the leaders in shipowning 
and shipbuilding 


Read since 1896 by Owners, Naval Architects, 
Marine Superintendents, Shipbuilders and design 
staffs. 

Send for a specimen copy and rate card to : 


Syren & Shipping Ltd., 26/28 Billiter Street, London, E.C.3. 
Telephone No. Royal 5322 


average | 


work—the fourth annual volume | 


—is to help such selection. 


A reliable medium for HOME 
& EXPORT advertising, reach- 
Ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 
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Birkett House, 27 Albemarle St., London, W./ 


li 


= a a ; 
a |_| ADVERTISER'S WEEKLY 
G77 = 3 
_— | 3 = = 
| _-_ 9 za = 7 
| ar 5 ~~ : 
7 bs ( > a a ae = 
freed at 
\ » 
Pa Pe: 
Monday — 
ffs” et 
=< 
ee ns i 
sera Wy 
Both berne vous benetit y. 7 
Sos es & 
Meat Pa 
* serxrTon * SOTHERMIIHE ; 
° Camuerweu * LAMPETH Wate 
* wewere * cocemese 
: woe eer 5 Pence | 7 
7 a ’ PAs ae Spee puree e 
| ia 
| 0206, hue r 
| + 
- 
a ) 
THE ’ 
METAL : 
| - 
= 3 a 7 
< 7 
ae 
. 7 
eo a a ee : ae f . - 3 my jar a eG ae 3 ‘aes ; ae 
’ hy hi i: we 4 ea : ‘: nae : come e : re Cae : 


” 
et 
+. 


Fe 


eee 
Fon 


pies j ee 
gd! eae veg mee 
ea 


oleae Bohne at oie 1 


ADVERTISER'S WEEKLY 
New pigments 
for inks 


AN ENTIRELY new range of 
fluorescent pigments form 
the basis of the Day-Glo day- 
light fluorescent letterpress, 
litho and offset inks. 

These pigments have been 
developed by chemists at Dane 
& Co., Ltd., in conjunction with 
those of Switzer Brothers. 
According to Dane & Co., Ltd., 
however, the chief credit must go 
to W-year-old Norman Gaunt, 
chief chemist of John Wadding- 
ton Ltd., who have co-operated 
with both firms in their develop- 
ment. 

The original Day-Glo pigments 
have a particle size of approx- 
imately 20 microns diameter. 
The new complex resin type, 
which was produced approx- 
imately a year ago, were of an 

microns 
these were not 
sufficiently fine for ey ay 
inks. The new pigments from 
which these inks are made are 
sub-micron in particle size. 


Startling effect 


When viewed directly, while 
bright, the inks do not appear as 
intense as screened fluorescent 
colours, but their effect is start- 
ling when viewed at certain 
oblique angles, or more I- 
ticularly from a distance, e 
degree of fluorescence depends 
not only on the thickness of ink 
film but also on the of 
illumination under which 
are viewed. Fluorescence is i 
creased if small solid areas of the 
ink are surrounded by a dark 
solid contrasting colour, As with 
all inks of this type, fluorescence 
of a high degree is obtained with 
an ultra-violet (black) light. 

These new inks are not as 
concentrated as many conven- 
tional inks and they are also 
exceptionally transparent, This 

int should be borne in mind 
in deciding in what order to print 

colours and also makes it 
Genirable to print on paper of 
fairly good whiteness. In some 
cases with red and orange Day- 
Glo inks it may be desirable to 
make two impressions. This will 
not only increase the brightness 
but will also increase the light 
fastness very considerably. In 
any event, as much ink should be 
applied to the paper as possible 
and usually the printed sheets 
should be sprayed by the use of 
liquid or powder anti-set-off 
devices. If a good ee of 
ink is not dinted proper 
degree of brightness vill not be 
obtained and oF to light is 
greatly impaired. 

Stock printed with the inks can 
be stored indefinitely and will not 
i ~ yy The to. dayigt 

ected by exposure to daylight 
but when — to sunlight they 
will deteriora’ 
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INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
*% Hospitals 
% Local Authorities 
% Nationalised Industries 


The Monthly 
Register 


MUNICIPAL 
ENGINEERING 


Advt. Mgr. Aldridge Caldwell 
8 Southampton Row, Lacy 
Telephone: Holborn 045 


The 
MUNICIPAL 


JOURNAL 


founded 1893 


Journal read in every local 


4 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


Monthly—for all 
amateur 


T Bek Court, Meet Strect, 6.6.4 


JOURNAL OF THE OIL & COLOUR 
CHEMISTS’ ASSOCIATION 
Monthly publication with world 

wide coverage, having a 
position in technical literature. 


Memorial Hall, Farringdon Street, 
London, E.C.4 CENtral 2120 


GAS JOURNAL 


Mewepaper and expert technical 
i = 


22 YEARS 
OF PUBLICATION 


FOOD TRADE REVIEW, LTD. 
9, GARRICK STREET, LONDON. wer 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


LONDON, W.C.2 
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MILK INDUSTRY 


TOPICAL AND TECHNICAL. 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 

Journal in British Dairying 
The Milk Industry, 

37 Queen’s Gate, London, S.W.7 
Western 9816 


THE WORLD'S 


PAPER 


TRADE REVIEW 


THE ONLY trade paper in 
its particular field with 
A.B.C. Circulation. World 

wide distribution averages 
six readers per copy 

329 HIGH HOLBORN, LONDON, W.C.! 


The leading 
monthly technical 


World's Leading Journal for 
Health, llygiene and Sanitation 


The Royal Sanitary 


Institute Journal 
90 Patece Road, $.W.1 
Circulation 10.266 ABC 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 


TAVISTOCK HOUSE, 
SQUARE, LONDON, W 
EUSTON 3923 


RECORD 


Founded 1886 
The Pioneer and 
Progressive Paper 


MUNICIPAL 
ENGINEERING 
founded 1874 
The specialist weekly journal 


reaching every officer tm the 
public health service. 


4 Clements Inn, W.C.1 
HOLborn 5502 


THE 
MEDICAL OFFICER 
Since 1908 the only professional weekly 

for doctors in the 
SCHOOL HEALTH SERVICES 


journal for the 


Paper-Making 
industry. 


@3 TUDOR ST.LONDON.E.C4 


EDUCATION 


The Official Organ of the 
of Education Committees 


Published Every Friday 
oenneeeeeecenseogegs 
Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


SCHOOLMASTER 


‘D WOMAN TEACHERS CHRONK 


the Journal of ine 
National Union of Teachers 


National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 

All enquiries to: 


‘THE SCHOOLMASTER PUBLISHING CO.,LTD. 
HAMILTON HOUSE, HASTINGS STREET, 
LONDON, W.C.! 


“OFFICE +MANAGEMENT” 


its Joued f Oe Sy Management 


Ideal medium for 
announcements 
covering office 
equipment and 

supplies 
Office Management Association 


8 Hill Sereet, London, W.! 
GROsvenor 7336 


ADVERTISER'S WEEKLY 


Advertising 
apprentice 


A LTHOUGH only some 22 
months old, Anna Maria 
Hayward is already making a 
lot of friends for the General 
Electric Company. 

As the daughter of John Hay- 
ward who looks after the 
editorial publicity for many 
departments of the company she 
is growing up very rapidly into 
the electrical age. 

At barely three weeks old she 
was photographed crying into a 
G.E.C. baby alarm that super- 
imposed her voice over a radio 
programme heard in a down- 
stairs room. This photograph 
proved popular: twice it was 
snown on television programmes, 
several national newspapers 
printed it, and it was repro- 
duced in women’s magazines 
throughout the world. 

She lately tried her dexterity 
with the G.E.C, light-weight 
“bride’s iron” and found she 
could lift it with one hand! 


Early into advertising. This 
young lady having worked on 
baby alarms turns her attention 
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ADVERTISER'S WEEKLY 


The Monthly 
Register of 
Publications 


Continued from page 77 


TRANSPORT WORLD 


PASSENGER 
TRANSPORT 


_ 
Your announcement in “P.7.” 


reaches operators and manufac- 
crave of the work's lange read 
vehicle fleets—every week 
* 


PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


PRINTING 
WwoRLd 
PAPER & PRINT 

ge (te 


729 HIGH HOLBORN, W.C.! 
Tel: HOLborn 7759, 2291/2 


CANNING AND PACKING 


Specialist monthly magazine for 
food manutacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
1445 COLEMAN 5T., LONDON, £.6.2 
Tel.» MONarch 1995 
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Dry shaver goes to agricultural shows 


in a new mobile demonstration van 


7s SUPPORT their big adver- 
tising campaign for the 
“Philishave” dry shaver, Philips 


| Electrical Ltd. have produced 


three new retail sales aids and a 
specially designed mobile demon- 
stration van, 

The first of the sales aids is a 
double crown poster which is a 
reproduction of the 16-sheet 
sesegg at present in use on a 
arge number of London Under- 
ground sites. Printed in photo- 
litho in seven colours, it is 
thought that its convenient size 
and attractive appearance should 
prove popular with stockists, 

A box crowner, printed in 
three colours on white card, is 
the second sales aid and forms 
a display piece for the smaller 
window or for counter and shelf 
display. Thirdly, a _ specially 
designed display has been pro- 
duced to show the product in its 
new travelling case. This is a 
cut-out item printed in red and 
blue on per with a wood- 
veneered finish, All lettering is 
embossed and cutter-crushed. 
Double struts at the rear sup- 
port a small shelf to take the 
shaver. 


Portable generator 


The demonstration van will be 
used to tour approximately 27 
agricultural shows in more than 
20 counties of Great Britain 
during the year. To meet vary- 
ing local conditions and to make 
the van, as far as possible, inde- 
pendent of external services, a 
portable, petrol-electric genera- 
tor has been included to provide 
power when pi supplies are 
not available. is can be used 
inside or outside the van. A 
stock of dry batteries will be 
carried for any unforeseen emer- 
gencies and an earthing rod, 
driven into the ground at each 
stopping place, ensures com- 
plete safety. The Philips fluores- 
cent system is used to light the 
main ly of the van and two 
ee are pivoted to provide 
illumination either for the in- 


terior or for the extended 
demonstration platform. 


Above: Front view of the demonstration van which is to visit about 
27 agricultural shows this year. Below: Side view. In bad weather 
demonstrations can be given inside. 


A 


ee & 
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In fine weather the platform, 
which can be raised A lowered 
by a cable and drum system, 
will be used for demonstration. 
The platform is covered by a 
striped awning and in _ bad 
weather demonstrations will be 
given inside. 

The van is provided with two 
loudspeakers mounted at the rear 


New ways of saying... 


New ways of showing... 


New ways of SELLING! 


SALES-CRAFT - ADVERTISING PRESENTATION @ 114 WIGMORE STREET W.1. 


and ore itioned above the 
driver's’ cabin. These will relay 
a sales message which has been 
specially recorded by David 
Jacobs. 


Particular attention has been 
paid to the comfort of the van 
attendant. A section has been 
set aside as sleeping quarters, 
and amenities include a portable 
bed which, by day, converts into 
a table. A built-in wardrobe, 
wash-basin, water tank and elec- 
tric kettle and hotplate are also 
provided. 

The utmost use is made of the 
van as a mobile poster site. 
Advertising panels are r 
into the sides and, apart from a 
standard message, these will 
carry interchangeable boards 
showing the next port of call. 
Blue and yellow pennants will 
be flown from the four corners. 
This travelling exhibition will be 
the means of introducing “Phili- 
shave” to many prospective users 
in country districts, who might 
not otherwise have an oppor- 
tunity to see it demonstrated. 
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We'd have 
been lost 
cuithout 


him ! 


Many a conference, 

meeting to plan 

a piece of printing work 

has been thankful that 

Spicers Paper Consultant 

was there. But often it is 

not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


put 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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Quality coverage WEMO FOR SPACE BUYERS 
in South Africa 


Cape Town CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


Durban NATAL MERCURY 
SOUTH AFRICAN WOMAN'S WEEKLY 
Johannesburg RAND DAILY MAIL 


National SUNDAY TIMES 
SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 
SPOTLIGHT 
FORUM - 


Vt ion UR REY 


D VERTISER 


* 


NEWSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 
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ADVERTISER'S WEEKLY 


Legal queries 


answered 


The ad and 
the date 


By Our Legal Correspondent 


Q. Recently I placed a dis- 
play advertisement in the local 
weekly paper for a local event, 
for insertion on a certain date, 
which was verbally agreed. 
Payment was offered and ac- 
cepted, The advertisement did 
not appear and the explana- 
tion given was that nine 
columns of advertising had to 
be omitted owing to lack of 
space. Was the newspaper 
entitled to accept payment 
without giving any indication 
at the “asd that it might not 
y ogee’? 

The contract was, of 
Pe complete when you 
offered to buy the space and the 
offer was accepted. One of the 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 


readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 

ts concerned. 


Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed, 


terms of the contract appears to 
have been that the advertise- 
ment should have appeared on 
or before a certain date—the 
fact that it was verbally agreed 
is immaterial. A verbal agree- 
ment, collateral with the actual 
contractual booking of the space, 
is binding on the parties. Of 
course, it has to be proved that 
there was such a verbal agree- 
ment, but prima facie if the 
advertisement was in relation to 
a fixed date event, then it is 
reasonable to assume that this 
was pointed out. Therefore, if 
the advertisement did not appear 
within the scheduled period, 
there was a breach of contract, 
and the remedy is to sue for 
damages. 

Damages may have to be 
proved, but in some circum- 
stances the court will grant 
general damages, even though 
they cannot be proved in detail. 
For instance, in a pre-war case, 
in which an advertising firm was 
concerned, it was proved that in 
consequence of a breach of con- 
tract, several retail dealers had 
ceased to give orders for the pro- 
duct and other retailers had 
given reduced orders. The plain- 
tiff was awarded damages for the 


@ Continued on page 8! 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


Specialists in 
Color Photography applied to 
a Point of Sale, 
etc. 
* 


COLOR LIBRARY 
Includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 

tional Art work or Layouts. 


8 BREAMS BUILDINGS 
£.C.4 


CHAncery 3416 


Photographic 
Prints| #2: 


SIZE 
ANY 
Write or Phone | QUANTITY 
Lid 
photework.- 
LILYWHITE LTD. 


» Yorkshire. Phone: 1240 


n remy STREET, LONDON, w.! 
Phone: WELbeck one 


LONDON ART SERVICE 


PHOTOGRAPHIC LTO 


At Caner Dee We? 


COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


UUANEPLPAAGOL 


Buw 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Disp! 


and Exhibition 


AC.KWARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (hoty-a4cs) LTD, 
284 Basinghall St. London, E.C.2 


badge experts. 
cungheé dab Memaees teams 


ba [oven 


oe SON LIMITED 


LONDON, E.C./ 
1 MOL 0139 


Goiv > BLOCKING 


(ens, pm om ¢ 1. 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


Advtg. Pencils 


and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO FANCY PRODUCTS LTO 


Established 1884 


40,000 sorncurtura 
PHOTOGRAPHS 
Or a ee eo 

for ALL PURPOSES 


REGINALD A. MALBY & CO. 
19 Chalmstord Road, WOODFORD, £.18 
BUCkhurst 0222 


On ELGas 6786 


germans 


68.CRAVEN P® LONDON. xnwio 


S. MOORE & CO. 
SIGNWRITERS 
Specialists in typeface lettering. Wood 
letters cut to designers’ requirements. 


SON & WATTS LTO. 
EPWORTH ST.,LONDON, EC.2 


mONerch 7408 (chree tines} 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


&. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1 
CAN 2461 
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BERTA STUDIOS LTD. 


PHONE CiTy 3946 
CAMPBELLS PRESS STUDIO LTD. 
COMMERCIAL 
PHOTOGRAPHY 
57 ST. PAUL'S CHURCHYARD, E.C.4 


oak 


The Complete 


STUDIO SERVICE 
served by 


INDIVIDUAL ARTISTS 
(London) LTD. 
and 


1, A. PHOTOGRAPHIC 
LTD. 


MAYFAIR 4316 


Publicity World Service 


HUN ter 0785 


79/81 WIGMORE STREET, W.1 


27 Heddon Street, W.1. MAY 3449 cCOOK’S 
DISPLAY 
THE VERY LATEST IN PRODUCTIONS 
ANIMATED SHOWCARDS LIMITED 
(Electricity not Required) Exhibition Contract 
Ring or Write for Display Producers 
Further Details Sign Manufacturers 
Outdoor Publi 
%, 2.8 Codes” 
3-D DISPLAY TREATMENT Designers 
A SPECIALITY Giant Photo Reproductions 
in Colour or Black and 
White 
CRAPTORIER OUILT 124 LADBROKE GROVE, W.10 
EXHIBITION Telephone: PAR 8652-3-4 
and at: 17 Rue J 
STANDS Maistre, Paris, 18e 
re DIGBY'S 
9. FLEET ROAD. HAMPSTEAD, "1.W.3. GUL.3318 
FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL Pity a LTD. 
: nits in Plastic 
Replicards Lid. and Metal 
ARC 1178-3469 BASSEIN HOUSE - GASSEIN PARK ROAD 
LONDON, W.12 + Telephone: SHE 4363 
® DESIGN 
@ DISPLAY 
® EXHIBITION 
@® SILK-SCREEN r Vectis Works, Church Path, Acton, W4 ~ 
© PHOTOGRAPHY 


ALL THE ABOVE 
SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


Signs 


SHOWCARDS, POSTERS 
SILK SCREEN PROCESS 


PHONE CAN 3208 


BRYANT & KNOWLSON LTD. 
ISLINGTON, LONDON, N.1 


Phone: CHISWICK 6060 | 


DISPLAD LTD. 
MANCHESTER 15 
Pioneers of Display 


T0008 Any Abel rasene LID 
—e LANCE TANCE ARTISTS 
FORWIVAL — a 
Fees esa 


VERY RARE 
' photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


53 Doughty Street, Wl 


@ Continued on page 82 


Drive to 
boost big 
Rand show 


A WoRLD-wits publicity 
campaign to place the in- 
dustrial section of the Rand 
Easter Show, held annually in 
Johannesburg, on the same 
footing as the international 
trade shows of the United 
Kingdom and Leipzig is being 
planned. 
, endeavour is be 

intly by the Lonesd 
Cham rs of Industries, the ex- 
port division of the Department 
of Commerce and Industries, and 
the South African Tourist Cor- 
poaaion, 

At this year's event importers 
from many parts of the world 
saw the biggest display of South 
African manufactu products 
yet exhibited in the country, The 
show is the Union's best known 
shop-window “ge had as its 


theme this year the variety of 
goods available for export. 
Articles ranged pas none 
appliances to rm: mple- 
ments, clothing and os rial 
equipment. 

Biggest-ever show 


Durban's Civic Centenary, the 
biggest celebration ever in the 
city's history, will continue until 
August 15 

During ‘this period thousands 
of organisers and helpers will co- 
operate in the staging of about 

events which will cost mil- 
lions of pounds’ worth of energy, 
professional service and mer- 
chandise. It is estimated that 
in the exhibitions, the shows, the 
entertainments, the decorations, 
the sporting events and the man 
other activities, £250 million will 
be paraded in kind or by repre- 
sentation in what is hoped will 
be a great Centenary “Shop 
Window.” 


© LEGAL QUERIES ~com 


loss sustained, although it was 
difficult to ascertain the exact 
sum of money lost. As one 
authority puts it: the mere fact 
that assessment of damages is a 
matter of difficulty is no ground 
for a refusal by the court to 
award any damages at all. 

Of course, if there is no sti 
lation as to the date of publica- 
tion of the advertisement, time 
is not, in such a case, an essence 
of the contract, 

In point of fact, however, pub- 
lishers, even when well booked 
up, are only too anxious to 
honour their obligations and to 
meet the needs of the advertisers 
if they possibly can. A friendly 
talk can nearly always bring, 
about a desired result, which is 
invariably cheaper and more 
effective than litigation. 
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KAYEBON PRESS LIMITED — 
PRINCESS HOUSE \ 
185 PRINCESS ST. 
MANCHESTER 3. 


Keen prices for all 
classes of Printing 


BUSHEY MEAD PRESS LTD. 


471 Kingston Road, Raynes Park, $.W.20 
Tel: Liberty 3014 


a RRR Re 


The Bracknell 


Press 


Bracknell, Berkshire 
Telephone: Bracknell 161 


LETTERPRESS PRINTERS 
AND LITHOGRAPHERS 
MODERN EQUIPMENT 

LONG RUNS A SPECIALITY 

PROMPT SERVICE 


VAN DELIVERY LONDON 
AND HOME COUNTIES 


THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
of 


HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Cable ren & Publishing 
@ DOUGHTY ST., W.C.1. HOLT 


» oe. 
» oOB8BSs & AYCKBOURN 
14 CLERREMWELE GREER, E.¢ 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OUGRIEN HOUSE 1% CLYOE ST GLASGOW 
CIT’ + 6“ OUBRIEN GLAscOow~ 


SHOWCARDS - POSTERS 
. CUT-OUTS - DISPLAYS 4 


sik 
SCREEN PRINTING 
Lorge or smal! quantities 


on ony material 


Silk. Screen Printers ; 


} Sign, Display and Outdoor 
, Publicity Contractors 


Multiple Display Units 
} FROST & WARD 


4/7 Chiltern Street, London, W.| 
Telephone: WEL 3563 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


17 BAYHAM PLACE ww 


SMOWC AROS POSTERS 
Window Blis - 


CUT-OUTS et 


ene 
R. FOSTER & CO. 
(Display) Ltd. 
STILL ANOTHER EXTENSION ! ! 
In order to cope more efficiently 


with the ever-increasing demands 
upon our services for... 


POINT-of-SALE 
PAINT TRANSFERS! 


we have acquired an additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and staffed and as an 
addition to our present commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluently and economically than 


Olley & Rowley 
Limited 


*% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 


tae Award a lk = 
R. FOSTER & CO. 

(Screenprint) Ltd. oe ae 

EALing 2924 EALing — Road, althamstow, af 


Skew = 
= 3-STAR SERVICE — 


QUALITY- SPEED-towcost = 


149, WARDOUR STREET. LONDON Wi 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
™ Wellington Road, South, 
Stockport. Tel. STO 3375 


display 
lettering 


Cut-out remer wene , 
ready gummed, various +705 wom 3/16"-12% 


INDUSTRIAL ART LTD 
jubilee Place, SW Tel FLA 
ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 
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Problem of convincing 
the dubious client 


H ERE’S A story which should boost the morale of any P.R. 
man who is up against a reticent client. It concerns Victor 
Tattersall of W. B. Tattersall Ltd., publishers of trade papers 
which include Leathergoods. He did not take on just one man. 
He tackled a whole industry and taught them the value of good 


public and press relations. 
When the inaugural Leather 
Goods Industries Fair was 
launched at the Kensington 
Palace Hotel in February 1953, 
it was very much an experiment. 
Mr. Tattersall organised it be- 
cause he was convinced that 
manufacturers of leather 
were not getting a re 
prominent showing at the B.LF. 


Persuadine manufacturers 


The initial difficulty came from 
attempting to persuade the manu- 
facturers that publicity was a 
good thing. Their attitude was 
that the Fair was open for five 
days and all they wanted to do 
was fill their order books. 
Pausing in their high-pressure 
salesmanship to answer queries 
from reporters and pose and re- 
arrange their displays for photo- 
graphers, they regarded as an 
unnecessary interruption in the 
real purpose of life. Quite the 
most unpopular man in the hotel 
was the hard-pushed press officer. 

When the first stories appeared 
in the London evenings and the 
national dailies there was a 
grudging admission that perhaps 

ublicity had its points—particu- 
arly as the number of buyers 

_ rose steadily with a similar in- 
crease in business which, frankly, 
surprised even the greatest 
optimist. 


Value realised 


During the subsequent days of 
the Fair, there were many visits 
from representatives of the pro- 
vincial press, women’s and 
fashion magazines, and overseas 
papers. And it was from these 
that the exhibitors realised the 
value of publicity. For long after 
the hey! ned fone there were 
articles and photographs ap; . 
ing, which were pane tug 
demands in the retailers’ shops. 

The result was such a demand 
for space in the 1954 Fair, that 
another floor of the hotel had to 
be taken, and many applications 
had to be turned down by the 
organisers. More than double the 
number of buyers came from 
overseas. The overall result was 
a fantastic increase in business. 

For the 1955 Fair, there has 
been arranged an increase of 27 
per cent in the space available, 
so that another 30-plus ex- 
hibitors can be accommodated, 
bringing the total towards 200. 


And there has been one signi- 
ficant change. Visitors wearing 
press badges are now enthu- 
siastically welcomed in all the 
stockrooms. 


ss, ORECAMBE for your 

Holidays where Beauty 
Surrounds, Health Abounds and 
where the Sea Waves to the 
Mountains.” Competitors in a 
quiz programme could quite 
safely Be asked does this slogan 
come from (a) a press advertise- 
ment, (b) a poster on a railway 
station, or (c) a Mayor's busi- 
ness card, because, surprisingly 
enough, the jack-pot prize would 
be awarded to those who 
answered (c). 

The Mayor of Morecambe and 
Heysham, Cr. EB. Bryce Clegg, 
J.P., has had this slogan incor- 
porated in his latest business 
cards. The customary informa- 
tion—name, address and tele- 
phone number—is printed in 
royal blue on top of the slogan 
which is printed in small pink 
type in running strip form. 

In addition to conducting pub- 
lic relations in a very novel way 
the Mayor can proudly claim to 
have one of the brightest busi- 
ness cards in the country. It cer- 
tainly makes a change from 24 
pt. Script. 


ieee oh ee | 
| Putting things right | 
HE COURT of Common 
Council of the City of Lon- 
don are getting worried because 
certain actions of the Council 
are “too often misunderstood.” 

The matter apparently has 
come to a head with criticisms 
by the Royal Fine Art Commis- 
sion on the “low architectural 
standards” shown in the rebuild- 
ing of the city. There was an 
article about it in The Times 
recently. 

And so at long last the Council 
has come to the conclusion that 
it is time to appoint a public 
relations officer. A special com- 
mittee is to handle the matter. 

Let us hope that when a 


- P.R.O. is appointed, his first task 


will be to put the Lord Mayor’s 
Show back on its pre-war we I 
—P.E. 


ADVERTISER'S WEEKLY 


= 
* IT’S NOT ALL “ 
‘LUMMERZET’ ROUND SOMERSET 


Zome do look arter mitkers ‘tis true, and 

zome do read the Zummerzet Gurdian in Midzomer Norton. 
But there are many big industrial firms and go-ahead light 
industries in Somerset and Wiltshire. In the lovely city of 
Bath, between the picturesque villages, and in and around 
such towns as Devizes, Trowbridge, and Chippenham all 
manner of things are made—from chocolate, to cranes, 
mattresses, machines, and corsets. All the week the busy 
West country folk till the land, tend machines, and follow 
countless different trades and occupations, but when the 
week-end comes they take a rest, and turn to their local 
papers to see how other folk are faring. Then it is that you 
can reach this compact section of the prosperous West 
country. The Wiltshire News, Somerset Guardian, and the 
Bath Weekly Chronicle and Herald are three distinct 
weeklies. The group rate is 12/6 per 8.C.1. and the West 
can't be covered without them. 


WILTSHIRE NEWS 

SOMERSET GUARDIAN 

BATH WEEKLY CHRONICLE AND HERALD 
Get full details from 


The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767, 


Clovers 


The New York Tunes Tre Washington Post Diario de ie Marne 
Fite Suomen Kuvalenty Neve Zurcher Zorung Svenska Dagbladet 
Damerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hyemmet Stockholms. Tdningen Nassau Tribune Adressavisen The Ni 
Tidende Uus: Suom Neve Zurcher Zeitung Montreal Star Got 
Stockholms-Tidningen Trouw Hemmets Journal The Washington P 
Universal Viiegwereid Aftenposten Weekend Piceure Magazine Sydev 
Oamene The New York Tunes Bergens Tidende Ei Espectador Hyemmet Ni 
Port of Spain Gazette Weekend Picture Magazine Beriingske Tidende De 
Svenska ibiadet Family Herald & Weekly Star Stavan Aftenbiad 

Hyemmet Novedades Washington 


: 
¢ 


Montre. rouw Gote 

Oagd; Uy y enposten Elite 
Ber! te Trouw Ste 
€i Une { ote agazine Washingta 


The Ni ‘ ' t de la Marina Aftenpattes 
en Kuvalehti erty venska Dagbladet 
Damer Zag Weekend Pic Maga 
Hyemmet Stockhoims-Tidmiggen Nassau Tribune 

Tidende Uus Suomi Ni Zurcher Zeitung 
Stockholms-Tidningen Trouw Hemmets Journal T 
Universal Viegvereid Aftenposten Weekend P 
Damene The New York Times Bergens Tidende 


rouw La Pr 


(ess 


JOSHUA B. POWERS LTD. 14 COCKSPUR ST., 


Jaternational Publishers Representatives 


Boledorgs- Posten La ingewere 
ngton Post Svenska Dagblader 
@ Magazine Sydsvenska Dagbt Alt tor 
y spectador Memmet Neve Zurcher Zeitung 
Port of Spain Gazette Weekend Picture Magazine Beriingske Tidende De Sprege! Aftenposten 
Svenska Dagbladet Family Herald & Weekly Star Stavanger Aftenbiad Stockholms Tidningen 


Processing of ferrous or 

: est 4. s non-ferrous 
ectin 

asesentan metals 


METALLURGIA 


Twe aeerrisn 


MUST CARRY YOUR ADVERTISING MESSAGE 
= 


—— 


THE KENNEDY PRESS LTD., 31 KING STREET WEST, MANCHESTER, 3 


u OFFICE : 50 AVE €. 
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VENICE FILM 
FESTIVAL 


FROM Ernest Pearl, whom I 
don’t think it invidious to describe 
as the main 
driving force 
behind the 


: to all advertising film 
forthcomin ducers, whether members of I. tts S. 
Internationa 


Film Festival ie Sead wes bore in S. Wales 
in Venice, I ip 1902, The business partnershi 
hear a num- which he, his brother, Cc. 
ber of mem- and R. W. Dean formed in 192 
ber firms of has continued uninterruptedly. 
the Advertiss Starting in cinema and transport 
ing Associa~ advertising, they later deci to 
tion have €X- concentrate on the former, and in 
pressed their 1935 obtained the contract for the 
then Odeon circuit. Three years 
resent, They ater, they moved to London, and 
should get in Theatre ublicity was formed, sub- 
touch @5 SOON = sequently merging with the Rank 
. : as possible Organisation. Pearl and Dean set 
either with Mr. Pearl, or with up their own organisation at the 
Bruno Kiewe (director in charge of beginning of last year. They are 
Pearl & Dean (Overseas) Ltd.), now contractors for about 1,000 
Mr. Kiewe is ie of the Inter- cinemas including the 400 in the 
national Screen Advertising Ser- A BC. Circuit. 
vices, who are organising the Coming from South Wales, 
Festival under the auspices of ‘where the best rugby is played,” 


l'Union Internationale de la Pub- 1 the 
licité; and they will be glad to make M5. Pear! is an, enthusiast for the 


the necessary arrangements for Cardiff Athletic Club and an 
attendance and hotel accommoda- assiduous follower of the Cardiff 
tion, Delegates will also be wel and Welsh teams. The theatre, 
come to the Italian Advertising  pajlet and bridge also claim his all- 
Congress, which is being held at too-brief hours of relaxation. His 
the same time, Lowndes pawere home is between 

International Screen Advertisi those of D. M. Saw chairman 
Services comprise one leading a of J. Walter Thonon’ s, and R, A. 

Benson's. 


vertising film contracting firm in man 
each about 20 eountras, includ- Bevan, chair ot 


ing the U.S.A. I have @ feetng * se oll 

they are p ng to do very important Last Friday a presentation was 
work in developing this new medium made by the directors and staff of 
internationally, Mr, Pearl stresses Sells Lid. to E, F. Windsor who 
that the Venice Festival will be retires after 54 years’ service with 


a group of nine 
influential newspapers 


AB.C. Weekly Net Sales 


the firm. Mr. Windsor joined in 
1900 as office boy, becoming later 


» a clerk in the accounts department. 


After the first world war, in which 
he was taken prisoner, he returned 
to Sells. He now retires from the 
position of secretary. 


Cover boy 


"THE FRONT cover which Ronald 
Searle has generously eed to de- 
sign for the “Two Freds” pro 
ramme will, he tells me, be his 
rst charity job for advertising: he 
has, of course, done many drawings 
for journalistic charities. 

Mr. Searle must be one of our 
busiest cartoonists. Everybody 
knows his Lemon Hart Rum draw- 
ing. Much of his best advertisi 
work appears in America for s 
concerns as Columbia Broadcasting 
and Standard Oil. His illustrations 

pear regularly in Punch and in 
r 4 News Chronicle. 

With his wife, Kaye W whose 
writing he often illustrates, runs 


Searle, by Searle 


a publishing firm, Perpetua Books. 
will shortly introduce here the 
work of the French cartoonist, 
Peynet, who has done Schiaparelli's 
latest advertisements. Kaye Webb, 
who was assistant editor of Lilliput 
for seven years, is the daughter of 
Arthur Webb, Washington corre- 
spondent of the Daily Herald. 


Publicity men in 
Concours 
d’ Elegance 


COMPETING in the 8th Annual 
Motor Rally and Midnight Con- 
cours d’Elégance at Eastbourne, 
run by the British Automobile 
Pg: Club, Eastbourne’s director 

licity, Ronald Ticehurst, won 
the Pirst prize in the Concours for 
closed cars of, any capacity costing 
under £700 basic price. Mr. Tice- 
hurst’s Hillman Californian saloon 
had also taken part in the Rally 
Section. 

Another Eastborne winner at the 
Rally was John Batten, information 
officer, Malaya House, and formerly 
director of publicit Eastbourne. 
With Stephen Hubbard the 
marketing section of Samson Clark 
and Co., Litd., as passenger and 
navigator, he carried off one of the 
standard awards with his Morris 
Minor tourer. 


Juty 8, 1954 


ADDED SPACE FOR 
STREET’S 


HT WAS open day at G. Street's 
additional new premises Bassi- 
shaw House just by Gomes 
Guildhall on Thursday and Friday 

week. The agency staff, from 
their headquarters at 110 Old Broad 
Street, were invited to drop in and 
view the new home of entire 
creative department. 

Ever since the war, the _ 4 
expanding Street agency has 
operating under the handicap of 
having its — sections scattered 
throughout various buildings. Now 

ve been fortunate enough to 
take over the entire ground floor 
of Bassishaw House for all the 
creative “boys”’—some ‘50 in 
number. All the studio offices face 
north, looking across a broad ex- 
ene of City bombed sites. The 

ht is perfect. 

“What caught my eye as | stepped 
into the reception room, still smell- 
ing stickily of wet paint and var- 
nish, was a framed slogan: ‘The 
function of advertising in our 
economy is to help create and dis- 
tribute the better values which men 
offer in com ition for the buyer's 
selection.” M. Brown, head of 
the creative department, rte 
that this is the slogan adopted by 
the Advertising Association of 
America as an answer to the critics 
of advertising over there 


Saw for himself 


Bust back from a 3,000-mile 
road tour of the Gold Coast and 
Nigeria is Antony Tasker, overseas 
representative of Brown, Knight & 
Truscott, the London and Ton- 
bridge printers. This firm believes 
that personal contact is just as 
important with customers abroad as 
at home. Mr. Tasker tells me that 
the steady improvement of the road 
system in t Gold Coast and 
Nigeria make it a relatively simple 
matter to service his company's 
customers in more than a dozen 
main centres throughout the two 
countries. 
* a * 


FRANKLY based on bitter ex- 
perience is a new toh How to 
Buy a Secondhand Car, which 
Pitman’s are publishing. Its 
author is Alec Jacobson, who runs 
his own advertising consultancy and 
creative service, was until recently 
creative chief at Wellington Postal 
Advertising Service and was one- 
time chief copywriter at Smee’s 
Advertising. By analysing his own 
faults in car-buying he has produced 
a booklet that may help thousands 
to get better value for their money. 


Contact 


WEEK'S WISECRACK 


~ 


“Yes, I know there will be 
colour in the ‘Two 
Freds’ programme, old 
a but that doesn’t 
mean you'll be able to 

play in red flannels.” 
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Younger 


film advertising rates 


ae minute 22 ft ° i1/- 


per cinema per week 
‘actual showing time |5 seconds pf 


@ Over |,000 Cinemas to choose from 


@ Average FILMLET Schedule 2/9d. per 
1,000 actual viewers 


@ Full Colour - Black and White 
Black and White with Colour 


@ Consecutive or Alternate Weeks 


5On: 25/- 


per cinema per week 


‘actual showing time 33 seconds) 


Full details from :— 
DIRECTOR OF NATIONAL SALES 


YOUNGER tums. 


ALBEMARLE STREET - LONDON - * TELEPHONE: HYDE PARK 6593 
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Publications News and Notes 


Selling British 


food abroad 


Described as “the first publication 
ever to be devoted entirely to pro- 
moting the sales of British food 
products abroad” is British Foods 
ad Export circulated to 12,000 

yers of foods and food products 
by the publishers of Food Trade 

. Containing 32 pp., type 
area 10 in. x 7 in., 40 per cent of 
which is devoted to advertisements, 
this new publication comprises an 
introduction reproduced in English, 
French and Spanish followed by a 
fs ae i selection of foods 

food products shown in 
pictorial oe suitably captioned. 

ak * 
“Radio” and Television” is the 
title of a supplement to be published 
The Times in connection with 
Radio Show at Earls Court at 
the end of August. 
+ * * 

Sport and Country of August 4 

oy carry an illustrated review of 
the Royal Welsh show at Machyn- 
lleth, sea 21-24. 


+ * 


"aes for the Gtaninghess 
be increased from Octo- 


—¥ 1 ‘bes £3 to £3 Ss. per single 
column inch. Other adjustments 
maues: front page solus ‘é in. d.c.) 
£9%6 to £100; half-page, £325 to 
£375, 

ok a 


alt current a be én sf er 
que Goustngpoee s an illustra 
feature on Stratford-on-Avon. 


IE 


Friday’s Manchester Guardian in- 
cluded a three-page survey of food 
hygiene. re 

ok 


A 
Weldon’s Home Journal offers a 
100-guinea H.M.V. television set as 
prize in a flower naming com- 
petition in the July issue. 
a * a 
Characteristics of seven nationally 
advertised perfumes are listed in an 
article dealing with Grasse, the city 
where perfumes are made, in the 
July issue of Taste. 
a * a 
During the Parliamentary debate 
on the Ministers of the Crown 
(Fisheries) Bill, Douglas Marshall 
quoted Fish peuays support for 
his proposal separate the 
Ministry of m riculture and 
Fisheries into two units. 
K * ca 


Reprints of the Books Planned 
7 oa Index ee aggens in the 
uly specia’ ome and export 
Autumn number of the es 
Circular & Booksellers’ are 
being made available to ee ny 
aK ok ok 
To celebrate a 400 per cent in- 
crease in circulation in eight months 
the August issue of Motor Racing 
is to include the first of a number 
of full colour centre-spreads. The 
subject is the 24-hour race Le Mans. 
dvertisement rates were recently 
increased gun = a pegs to £45. 


The heat is ae a new 
style book guide, announcing new 
books under subject classifications. 


* ADVERTISING MANAGER’S CORNER ‘ 


SIMPLE 


MARRITHMETIC 


A and B are Advertising Managers working for 
similar concerns—A’s salary is twice as big as 
B's. A runs a 14 hp. car, B gets around in a 7 hp. 
job. A’s wife wears 15 denier nylons and B’s 30. 
A owns a 2-storey house; B rents a flat. A’s 
hobbies are gardening, golf and the odd one at 
the local. B goes in for ulcers and night starvation. 
For years A has been relying on Harris to fix him 
up with bright and original selling ideas backed 
up by top quality printing, while B has been 
trying to do it all by himself. 
Therefore A=2B. And no wonder. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REGent 3295-6 


True Romances August issue will 

carry a cover picture of Rita Hay- 

worth. The contents will include 

seven complete true-life stories and 
the ed of g new ante. 


The Statist A its 75th 
anniversary with the current issue. 
A special 80-page section carries 
messages from leading businessmen 
and industrialists both at home and 
abroad, as well as the president of 
the Newspaper Society, Geoffrey 
Smith. The issue has a colour art 
paper — 


Special re. of The Machinist 
are planned for September 11 and 
18 tying up with the 4th European 
Machine Tool Exhibition to be held 
in Milan, September 14-23. 
publishers, McGraw-Hill, are again 
taking a stand at Awe exhibition. 

ak ok 

This week's Time & Tide in- 
cludes an Australian supplement, 
“Australia To-day,”"—a review of 
Australia’s politics, industry, agri- 
culture, defence, —— 
and cultural life. upplement 
is the first of a series ae of mmon- 
?_—— reviews planned by Rodney 

Fraser who recently left the Star 
A become executive director of 
Time & "= ide. 

* ok 

A special number of Vendre is 
appearing next month with the F 
title “Le marché Frangais.” This 
will be an 850-page issue and will 
deal with all aspects of the French 
market, —— media, ratio be- 
tween wealth and population for 
each town. 


332 pages 


The annual pected review issue 
of Timber Trades Journal has 332 
pages of text and advertisements 
with full colour front cover depict- 
ing the unloading of softwood in 
the Surrey Commercia) Docks. 

ae * aE 

National advertisi = » used 
for Predictions for 1 "wil he 
lished on September 18. “ie wil will 
in addition to the 
issue of 

ob ok * 

A leading article drawing atten- 
tion to the far-reaching effects of 
“our totally inadequate highways” 
sgpeats in the current issue of 

unicipal rot 


co a 
Published by Kemp's Commerciai 
Guides Ltd. at one guinea, the 
Fabric and Clothing Trades Index 
(previously known as the Gown and 
Manile Directory) has been issued 
this year with mar 


oon-coloured 
plastic covers and plastic binding. 
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Legal and 
Gazette 


The first meeting of creditors of Stadio 
Signs Léd., 15 Whitehall, London, 8.W.1, 
designers, manufacturers and agems of 
signs, tickets and posters, was held at 
Inveresk House, Strand, W.C.2. under 
a windingwp order made against the 
company on May 3. 

The Official Receiver reported that the 
petition for winding-up was presented by 
the Inland Revenue who were creditors 
for £112 and costs. No statement of 
affairs had been filed and no information 
had been produced regarding the full 
extem. of the company's liabilities and 
assets. 

The company was formed in April, 
1943, with a nominal and issued capital 
ot £100. The directors shown to be 
at present in office were Samuel Seeman, 
John Hartley Beynon and Gaston Rouy. 
Mr. Seeman had said that the company 
was incorporated to collate and supply 
cinemas, about 20 in all, with their hand- 
written publicity. 

No resolution was passed and the 
matter was left in the hands of the 
Official Receiver as liquidator. 


VOLUNTARY LIQUIDATION 


At the statutory meeting of creditors of 
(Publishers) Lid., 139 Borough 
High Street, London, S.E.!, the statement 
of affairs disclosed liabilities amounting 
to £4462 17s. 9d. The assets were 
d to prod £1,027 18s, 9d., 
leaving a deficiency as regards creditors 
of £3,434 19%. Od. The capital issued 
and alloted was shown at £2,502 and, 
so far as the comributories were — 
cerned, there was a total deficiency of 
£5,936 19s. Od. 

It was reported the company was 
registered in 1944, During the year 
1952-53 substamtial profits were carned, 
but from that time onwards the position 
declined, The failure was attributed to 
bad debts and the return of printing 
materials which had already been sold. 
The chairman stated that he believed 
certain creditors would be willing tw 
forego their claims, 

A resolution was pawed for the 
appointment of Mr. S. T. Saunders 
accountam, of Finsbury Court, Finsbury 
Pavemem, London, E.C.2, as liquidator, 
together with a committee of inspection, 


NEW COMPANIES 


Forbes Robertson (Advertising) Ltd., 
17, Fleet Sereet, E.C4. To take over 
business of advertising agents carried on 
at Fleet Serect, E.C., by Forbes Robert- 
son Ltd, Nominal capital: £100. Directors: 
Kathleen BE. McDonald and Mary E. 
Robertson. 

John P. Wynn Ltd., Friars House, 


capital: £100. Director: J. P. Wynn 
Almanac of Industry 


Street, Bristol. Publishers, newspaper and 
magazine proprietors. Nominal capital: 
£100, Directors: Count Julian Huven and 
Miss G. EB, Brown. 


Ches. 
Advertising and publicity agents. Nominal 
capital: £1,000. Directors: Mrs. A. O. 
Murray and F. Scott-Hall. 

Kalabibilia Ltd., 27 Ely Place, Holborn 
Circus, EB.C.1 Proprietors, publishers 
and publishers’ agents of newpapers and 
journals, Nominal capital: £100. Direc- 


tors: Mrs, E. Goldsmith, Immanuel Gold- 


Redan Place, W.2, Nominal capital: 
£100. Directors: J, Moss and Madge 
Mos, L. J. Moss and §S,. Colman. 
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a ‘ 39-41 New Br t B.A Script 
2s 7 writing f dio, tek fils Nominal 
ot po 
ig ™m 
Pa 
-* PF R. 8S. Gray Publications Lid., 41 Crom- 
well Road, S.W.7. Publishers, prop- 
rietors and distributors of newspapers and 
journals. Nominal capital: £500. 
Directors: L. T. Slater and R. S. Stokes. 
R. Alan Murray Lid.. Grafton Cham- 
4 eee 
; smith and H. H. Marcus 
aie ; Ponteland Holdings Ltd. Manufacturers 
ed : and dealers in amusement, advertising, 
eS ag ew 
‘ devices. Nominal capital: £2,000. Direc- 
tors: Mrs. D. A. C. Smith, Roughside, 
Eastern Way, Ponteland, Northumberiand, 
and G. W. Bussell 
Redan Advertising Services Lid., 21/2 
a i oe weet of 
1 new companies recently registered are 
taken from the Daily Register compiled 
x by Jordan and Sons Ltd, Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2.) 
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THE J. WALTER THOMPSON COMPANY (EASTERN) LIMITED 


require 


4 experienced copywriters 


Four men with from five to seven years’ copywriting experience 
are needed for the Bombay and Calcutta offices of J. Walter 
Thompson Company (Eastern) Limited. The first requirement 
called for is creative ability, but successful applicants will find that 
their responsibilities may well extend beyond the writing of copy. 

Adequate salaries will be paid, commensurate with experi- 
ence and ability. 


Please apply to The Personnel Secretary, 
The J. Walter Thompson Company Limited, 
40 Berkeley Square, LONDON, W.1. 


From this week... 


e MOTORING WEEKLY ADVERTISER includes a potential in its readership than any other journal 


permanent Midlands section. in its class. F 
© — This increases the pulling power still further and “f 
marks another step forward in the success story BUT—advertisement rates are unaltered at £25 a a 
of the fastest growing publication in the motoring Page and 15/- per single column inch. Selling 
© — field—the paper with more concentrated buying price remains 4d. e 


The only publication solely devoted to the ® 
buying and selling of cars, motor- « 
cycles, caravans and accessories. 


Motoring 


| zt Weeki 


 ABWERTISER 


4, HUGGIN HILL, LONDON, E.C4 ° 
Telephone : CENtral 9701/2 
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THE OLD CHURCH, CHELSEA 


In and around 
Old Chelsea... 


he first mention of the old church was 
in a papal letter dated 1290. 
Dedicated originally to “All Saints”, it was 
re-dedicated during the 18th Century to 
St. Luke, 
In 1670, the Church was partially rebuilt 
and stood in that form until bombed and 
partly destroyed in April, 1941. 
Such people as Sir Thomas More, Mary 
Astell and Sir Hans Sloane worshipped and 
are buried within its precincts. 
Day & Wilkins Ltd., litho and letterpress 
printers of Chelsea, with their modern plant, 


maintain a similar tradition of “ Service”’. 


Day & Wilkins 


LIMITED 
69/71, Old Church Street, Chelsea, S.W.3 
Tel. No. 


el. : FLAxman 0942/3 


& COLTD 


have installed the 


FAIRCHILD 


SCAN-A-GRAVER 
the latest 


electronic engraver 


for halftones 


To the high quality of our process engraving, 
typesetting and foundry service we now offer, 
in addition, the speed and economy of this new, 
epochal development. 


WRITE FOR DETAILS OR MAKE AN APPOINTMENT TO 


see the first Scan-a-graver 
working in London 


WACE & CO. LTD., 40 DRURY LANE, W.C.2. TEMple Bar 5667 
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Not every product can be launched 
with a test campaign like this. At 
a party at the Savoy Hotel to intro- 
duce Sans Egal lipstick to the press, 
the lipstick passed “‘indelibility’’ 
tests, which included a kiss for 
Armand Hauge, managing director 
of Sans Egal International (London) 

Lid. from model Pat Cavey. 
Commentator Leonora Curry | 

on. 


Ministry spend 
£4,800 on space 


At a cost of just over £4,800, the 
Ministry of Transport and Civil 
Aviation bought space—mostly 
eight-inch doubles—in 108 national 
and provincial papers last Thursday, 
July 1, to neem the new Zebra 
Crossing . ~y4 which came 
into force that day The figure 
does not include production costs. 

The list comprised the eight 
national dailies, the three London 
evenings, 22 provincial morning 
papers and 75 provincial evenings. 
Agents for the Ministry of Trans- 
se _ Aviation are Saward 


Making ends meat 


Charles Barker & Sons Lid. 
recently placed 8 in. doubles in over 
60 provincial weeklies for the Mid- 
land Bank Ltd. The papers covered 
areas in which livestock is a maj 
concern. The copy announced 
the Midland would assist any 
meat trade concern in “new or 
modified trading and financial 
arrangements” called for by business 
in the recently freed meat market. 

The advertisements will be re- 
peated in the same papers during 
August. 


Introducing Chilk 


A new ready-to-drink chocolate 
milk, called Chilk, has been intro- 
duced into this country by the 
Chocolate Milk Co., Ltd. They 
are the exclusive licensees of a 
Continental manufacturer whose 
product, Chocla, is now being made 
a Belgium, France and 
ta 

Trade advertising s atonal 
handled direct at wa 
advertising will 
the future if justified. 


New soup range 


Maconochie Foods Ltd. have an- 
nounced a new range of ready-to- 
serve soups, which will be available 
by September 1 if present plans are 
carried out. Agents are W. S. 
Crawford Ltd. Details of the ad- 
vertising for the new range, which 
is expected to be on a large scale 
have yet to be completed 


dinavia and Finland, and to 

enjoying growing popularity in other 
Continental countries, is to be 
launched in this country by Sans 
a International (London) Ltd. 
i. eras is in the hands of 


Greenlys Led. 
Main copy line for hed lipstick is 
“Incredible . . . Indelible Sans 
Egal,” which appears on a triangular 
pack in scarlet, black and gold, 
ay designed by Greenlys. 
Advertising to the trade for the 


lipstick begins this month. Show- 
cards and shade-testing stands, 
Eves the full range of eight Sans 
gal colours, will be available to 
stockists, and competition leaflets 
and gift samples are being distri- 
buted to thousands of beauty 
counter assistants and make-up 
rts. 

_The consumer campaign opens 
with large spaces in August's 
women's journals, and Sans Egal 
* to sponsor half an hour a t 
Me wenty"’ programme from 
Rado Luxembourg every Sunday 
from August 22. 
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Airborne Shoe 


account moves 


The Airborne Shoe account has 
moved to A Palmer Lid. 
Shoes will 


This autumn, Air 
be launching their largest-ever cam- 
paign in fashion magazines, 
nationals and provincial press. 

ces vary from half in the 
Evening Standard to 10 triples 
and 6 in. doubles in the provincials. 
The fashion magazines will carry 
insertions ranging from double-page 
spreads to half pages 

Joan Gilbert will be touring all 
the important provincial centres 
with the Airborne Shoe Show. The 
show will be announced local 
ye ang B it be organised to 

isplays wi 
mony with local national 
advertising. 


CURRENT 


ADVERTISING AT A GLANCE 


Accounts 


ALLAN URE LTD (makers of 
Back-to-Back grates) for Mitchells 
Advertising Service Ltd. Autumn 
and winter campaign in women's 
journals now being prepared. 


EDIBRAC LTD. (makers of Tung- 
sten Carbide) for Macdonald A 
vertising Ltd. Campaign in trade 
press. 


AIRBORNE SHOES for Allardyce 
Palmer Ltd. Autumn campaign 
using large spaces in national and 
provincial press, and women’s 
magazines. 


KEMPAT LTD. (Brassitres) for 
Dorland Advertising Lid. from 
August |. _ Campaign using lead- 
ing women's magazines. 


QUADRANT SUPPLY CO. for 
a gage Advertising Service 
t 


GEO. MONRO LTD. (makers of 
Rototiller and Monrotiller culti- 
vating machines) for Taylor Ad- 
vertising Ltd. Trade press cam- 
paign shortly. 


JOHN BRISBANE & CO., of 
Belfast (makers of linen and 
rayon garments for mail order), 
for John Bennington Ltd. Small 
campaign in Daily “Sa and 
Reveille extending 
nationals. 


BLANCHARDS (BAKERS) LTD., 
of Nottingham, for Howards 
Press Advertising Ltd. 


Campaigns 


CYCLE & MOTOR CYCLE 
EXHIBITION, using national and 
provincial press for November 
show (Longleys & Hoffman Ltd.). 


ASSOCIATED BUILDERS MER- 
CHANTS LTD., using Radio 
Times, national fe, of and 7 

and 


zines for AB 
ome me (Stuarts Advertising 


STANDARD BRANDS LTD. 
(makers of Royal Lemon Pic 
Filling), using national press and 
colour spaces in women's maga- 
zines. Area campaigns in Scot- 
land, Midlands, Northern Ireland 
and Eire (S. C’ Peacock Ltd.). 


W. C. YOUNGMAN LTD., using 
Ideal Home and Homes and 


Gardens for September campaign 
for Masque and Leda bathroom 
fittings (S. C. Pritchard Wood & 
Partners Ltd.). 


HALLAMSHIRE STEEL & FILE 
CO., LTD., using selected journals 
for new prestige campaign 
(Downtons Ltd.). 


SANS EGAL LIPSTICK. 
press campaign shortly. 
spaces in women's 
August (Greenlys Ltd.). 


CHOCOLATE MILK CO., LTD. 
(distributors of Chilk), using trade 
press for introductory campaign 
(Direct). 


SURF, using large spaces in 
national dailies a Ph 7 von for 
new competition (Lintas Ltd.), 


MACONOCHIE FOODS LTD. De- 
-* to be — b cam- 


for soups 
fw es. Crawford I Ltd), 


MINISTRY OF TRANSPORT 
AND CIVIL AVIATION, using 
national dailies, London — 
and selected provincial pa ya 
announce new regulations ( 

Baker Litd.). 


MIDLAND BANK LTD., using 
selected list of provincial 


for for pests sempeae (Cc, Barker 


F, & C. can print it for you 
quickly and well, by letterpress 
and offset lithography... 


with all our Plant we plan for 
you, with all our Staff we serve. 


FOSH & GROSS LTD 


for booklets, folders, maps, posters, painting books, 
broadsheets, showcards, catalogues, periodicals 
also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 
80-92 MANSELL STREET, LONDON, E.1 


Tetephene ROVAL 1751 (10 lines) Telegrams Printrade’ Londen 
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The Scotsman is read daily by the most 

Ae aii influential people in Scottish business 

am: and social circles. These readers have 

:. the means to purchase the quality goods 

3 and services advertised in its pages. 

oF ; The new sign. 

i? 

7-2 

= : ,’ ° * 

i SCOTLAND'S NATIONAL NEWSPAPER | The biggest in 
<i Member A.B.C. ° 4 

fe Piccadilly 

3) 

im North Bridge 63, Fleet Street The largest illuminated advertise- 
ts . EDINBURGH LONDON, E.C.4 ment ever erected in Piccadilly 
=) Circus was switched on last week. 
fovnennsvnnsnnnnnsnncononnonennnnNSeNOnNSeNEHLHOHNEONEOOOOOOOOCOONON | Manufactured | and erected — by 
a Claude-General Neon Lights Ltd., 
Bis the sign is promoting Coca-Cola. 
os Spare —_— — — The structure weighs 10 tons, while 
pe sign alone weighs 5,000 Ib, and 
fe } 1s t. square. 

ae Does your Product need The background is made up of 
Fa 72 one of roy eee | ae 
2 nel having its four edges channel- 
ae a . ° g fcomed for rigidity. panels, 
Z a “Cmamns wm e for which two colours were em- 
fe ployed, are arranged as a large red 
% oo —_ nN maroon annane | 
¢ a fone emesntela deck 

y Do you need a new creative angle on that “hardy peren- rub red tubing, Uke enaive "circle 
Af nial”? Have you a product that needs a woman's slant— is 2 ft. in diameter and each suc- 
a advertising, merchandising, marketing, or promotion cessive circle increases in diameter 
3 through public relations? me, ogte a time until the outer 
ee circle is t. 

: For top-level thinking backed by hard practical experience _ Copy starts at the top with ihe 
b. | injunction, “Have a Coke’’—and is 
‘ PAT KRIS ce cuente tnatien oun =i jasmine — —_, 
} outhne tubes, as are t words 
my: 25 OXFORD STREET ‘ LONDON W.! « GERRARD 9586 “Delicious” and “Refreshing” above 
> ond below the trade-mark, “Coca- 
x _ a: - on a a ba ot etnias 0) 4 

# A feature of the sign is the 50 
Z . ornamental stars symmetrically dis- 
EY p = posed around the disc. 

: P The sign operates in a cnsien, of 
Ra ashing cllects over a complete 
a. 1. W. Griffiths has now joined Day and Wilkins yo ee 

; Lid. (Sales), Litho and Letterpress Printers of Chelsea. 

q | Obituary 

‘ Prior to the war, he was with George Newnes Ltd. > , 

$ on the space selling side until joining the R.A.F. He The 5. L. Smith Friday 
i rejoined Newnes in 1945 and left to take up an ap- after a short illness, of Stephen 
¥ , hag! “ap Leslie Smith, sales manager of 
a5 pointment as Advertising and Publicity Manager David. Allen & Sons Ltd., outdoor 
Ps to a group of companies in North London. He has , Mr. Smith joined the bn mien 
i relinquished his present position as Sales Manager with an ee a ahaa 
ps Perry Colourprint on most cordial terms. time during the war he was recalled 
ve to work at the Clyde shipyards, 
it hy go ~~ worked as an engineer 
: years before. 

z | | He leaves a widow, a son, and a 
E | daughter. 

. 
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Brewers urged 
to ‘attack’ by 
publicity 


More vigour might be infused 
into advertising campaigns to sell 
beer. 

This opinion is expressed in 
the Brewers’ Journal, which sug- 
ts also that it is time the 
rewers went over to the attack 
so far as publicity is concerned. 

The trade as a whole, it is 
suggested, has apparently deemed 
it politic to engage as little as 
possible in propaganda. 

The Brewers’ Journal thinks a 
strong public relations campaign 
should have been launched to 
protect the trade against the 
“cavalier treatment” of those 
who want to ban beer adver- 
tising from commercial television. 
It complains also that anti-trade 
interests “made all the running” 
in the recent controversy over 
the “One for the road may be 
one for the grave” poster. 

The Journal adds: 

“We feel that the trade gener- 
ally has still to learn the value 
of publicity—the proper kind of 
publicity. It complains because 
it is overtaxed. But does it 
hammer home to the public the 
facts about the beer duty? 
Hardly. We somehow think Mr. 
Cube would have done the job 
far more thoroughly.” 


The 1,000 square miles 
covered throughout 
Beds, Herts & 
by the Home Counties 
ewspapers Group of 
eleven individual /oca/ 
newspapers is a proved 
testing area. All test 
campaigns have shown 
that the area is one of 
the richest and most 
fruitful in the country. 
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Miss Vera E. Thorne. 


Regent 


Power of the film 


A war-time Goebbels pro) nda 
film will be among those shown at 
the Regent Advertising Club by 
Gordon Begg on July 22. Mr. 
Begg’s lecture, which will include 
commercial and industrial films, will 
demonstrate the power of the film 
to put over ideas. 


SPORTSMEN’S CORNER 
Golf 


F.S.C.C. summer 
meeting 


The summer meeting of the Flect 
Street Column Club Golf Circle was 
held at Royal Mid-Surrey on Wed- 
nesday last week under the captaincy 
of Jack Everett. Results: 

ageing round: Reg Curtice Cup, 
D. Gooch; runner-up, R. Ducat; 
best nine, G. Martin Lewis. After- 
noon foursomes, Stableford, win- 
ners, D. Gooch and G. Martin 
Lewis; runners-up, H. D. Varley 
and R. Everett; t nine, G. Roe 
and H. Maughan. 

Prizes were given by H. 
Varley, W. Battersby, D. 
Chrimes, C. Dickens, R. O. Ni 
and J. B. Fitzpatrick. 


N.A.G.S. 


The Newspaper and Advertisers’ 
Golfing Society will hold their 
summer meeting next Wednesday, 
July 14, at the Berkshire G.C. 


Cricket 


Four wins out of 


five for Street's 


G. Street's cricket team have now 
= five matches, won four and 
ost one. 

Against London Assurance the 
won by 71: Street's 142 for 5 (C. 
Woodcock 35 retired hurt, L. Arden 
27 not out); London Assurance 71. 

They lost to Orient Line by nine 
wickets: Street's 150 for 9 declared 
(L. Arden 54, G. Valentine 32); 
Orient Line 151 for 1. 


91 


scheme 


JUDGES WERE 


UNANIMOUS 


The first competition for 
the Publicity Club of Lon- 
don’s Crawford Cup has been 
won by the only woman 
among the many entrants 
from all over the country. 


She is Miss Vera E. Thorne, 
who works in the campaigns 
division of the Central Office of 
Information, Her entry was the 
unanimous choice of the panel of 
judges. 

The Crawford Cup was given 
to the club many years ago by 
the late Sir William Crawford 
for a competition to promote 
“the betterment of advertising.” 
It was decided recently that the 
basic theme for the competition 


Club News 


would be “Advertising London,” 

and for the first year competitors 

had to submit plans for a cam- 

paign to advertise London to 
ondoners. 

Miss Thorne, who has been a 
member of the London club for 
a year, has visualised in her plan 
an exhibition called “London 
Pride,” which would be attended 
by all the necessary promotional 
publicity—press and poster ad- 
vertising and general public rela- 
tions. Her scheme will now be 
submitted to the Lord Mayor of 
London, who is president of the 
London club, for the considera- 
tion of the bodies and organisa- 
tions affected. 

For the last eight years Miss 
Thorne has worked at the 
Central Office of Information and 
for seven years previously she 
had been on the staff of 
Emmetts. 

The prize-giving ceremony will 
be one of the first events of the 
London club’s new season. 


| 


T. Cruwys, chairman of the Pub- 

licity Club of the Cotswolds, ad- 

dresses the dinner to which his club 

were invited by the Advertisi 

Club of Oxford. * Seated is i. 

Clarke-Scholes, president of the 
osts. 


Oxford and Cotswolds 


. 7 . 
Invitation dinner 

Members of the Publicity Club 
of the Cotswolds met members of 
the Advertising Club of Oxford at 
the Cotswold Gateway Hotel, Bur- 
ford, for dinner last week at the 
invitation of the latter club. H. 
Clarke-Scholes, president of the 
Oxford Club, welcomed _ their 
visitors and T, Cruwys, chairman 
of the Cotswold Club, replied. 

Mr. Clarke-Scholes, during _ his 
speech, invited Cotswold members 
to Oxford at a later date. 

Ken Stephenson, chairman of the 
Oxford Club, thanked B. Milner 
(Cotswold) and W. ‘Turnbull 
(Oxford) for the smooth arrange- 
ments. Mr. Milner and Mr. Turner 
responded. 


Berks and Bucks 


Club helps to 


At the annual meeting of the 
Berks and Bucks Association, the 
outgoing chairman, lan PF. 
Buchanan, was congratulated on a 
successful and active year, 

Fenowes the recently concluded 
mutual affiliation between the asso- 
ciation and the Reading Chamber 
of Commerce, the delegate of the 
Chamber on the vigilance committee 
of the association, Austin Balsom, 
welcomed the close liaison between 


Woman wins competition for advertising 
London 


Regent 
No ducking for 
Anthony Steele 


Over 200 members and friends of 
the Regent Advertising Club “set 
sail” on the Regent Show Boat last 
Friday for an evening on 

mes. Among the guests were 
actor Se Middleton and club chair- 
man Dudley T. Turner. ; 

Early plans for the occasion in- 
cluded the “saving” of another film 
star, Anthony Steele, from a watery 
grave by a gallant member of the 
club, but this was vetoed by the 
prospective victim's studio, 

ore orthodox entertainment for 
the evening was provided, however, 
and all went according to plan. 
Dancing on deck continued through- 
out the —— the bars were well 
patronised, and food was available. 


CDC at Newcastle 


The Publicity Club of New- 
castle-upon-Tyne, whose chair- 
man is Miss Edith Gott, will be 
hosts to the Club Development 
Committee on Saturday, when 
they meet at the Imperial Hotel, 
Jesmond, 

Ivan Luckin, chairman, 
C.D.C., will preside, and Leslie 
Room, director-general of the 
Advertisi Association, and 
William Metson, assistant general 
secretary, will also be present. 

Delegates will be entertained 
to luncheon the Newcastle 
Chronicle and Journal, to tea by 
the Club, and to dinner by the 
oe Gazette and the Northern 
cho, 


expose frauds 


the two organisations, which was 
Stated to have resulted already in a 
number of attempts at advertising 
“racketeering” in Reading being 
exposed, 

Principal members of the newly 
elected council of the association 
are John F. Derry (chairman), Eric 
A. Hubble (vice-chairman), W. Alan 
Taylor (hon, treasurer), and Max T. 
Friend (hon. secretary), 


The two teams and the principal guests at the annual cricket match between the Horlicks first XI and a team 
representing their advertising agents, the J. Walter Thompson Co. Lid. 


Verrier (57) had xd 


an art director at J. 


effectively. 


The match resulted in a win for 
Horlicks by 84 runs, after J. Evans had made 67 for the agency's side, and T. Johnson (69) , 
In the front row of the group above are (second from 
, Fourth from left) Patrick Campbell, Horlicks’ managing director, then W, R. Bowden, 


and D. E, 
left), Colin Clarke, 


Horlicks’ merchandising director, Clifford Hartley, captain of the Horlicks side and home sales manager, John 
Mason, J.W.T. captain, Christopher Thomas, J.W.T. contact executive, and Humphrey Chilton, Horlicks’ 


publicity manager. 
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ADVERTISER'S WEEKLY 


WHAT WOMEN 
SPEND ON 
UNDERWEAR 


Several hundred women from 
all parts of the United Kingdom 
entered a “Miss Average” com- 
petition organised by Corsetry 
and Underwear to ascertain what 
women spend on corsets and 
underwear. 

Average annual expenditure 
was shown as £5 16s. Id. on 
foundation garments, £9 3s, 8d. 
on underwear, and £1 10s, 5d. on 
swimsuits. 

The journal reports: 

“The average woman saves 
about £32 6s. a year for clothes 
and her expenditure on under- 
clothes and swimsuits is about 
£16 10s. 2d, This means that 
half her yearly savings are spent 
on underwear, foundation gar- 
ments and swimsuits, a large pro- 
portion, The peak period for 
expenditure on these garments in 
a woman's life is between the 
ages of 30 and 50. 

“White and peach are the two 
most popular colours for both 
foundation garments and under- 
wear. Such colours as blue, 
black, lemon, heliotrope and 

reen come well down on the 
ist, Only 15 per cent of the 
entrants to the contest buy 
underwear to match their outer 
clothes.” 


TV brings works 
to exhibition 


For the first time closed cir- 
cuit TV is being used at a public 
exhibition to demonstrate modern 
aspects of productivity from a 
distant factory. +} 

At the Production Exhibition, 
which opened at Olympia yester- 
day (Wednesday), large 
machines operating at the Ford 
works at Dagenham are being 
shown on the company’s stand by 
direct television transmission. 

Cinema Television Ltd, have 
installed the latest types of TV 
cameras in the Ford factory to 
televise scenes in the production 


shops and on the assembly lines. 


e pictures are being repro- 
duced at the exhibition on 17-in. 
domestic-type Bush receivers and 
in a special cinema where 4 ft. 
by 3 ft. White Ibbotson projec- 
tion television sets are being 
used, Fs 

The exhibition, which is spon- 
sored by the Institute of Produc- 
tion ineers, was opened by 
the President of the Board of 
Trade, Mr. Peter Thorneycroft. 


SALES AIDS 


A new firm specialising in such 
creative sales aids as waiter trays, 
showcards, posters, displays, 
calendars, ash trays, wall plates, 
and advertising jugs, is Harry E. 

e Ltd. of Cambridge 
London. They are 

ng in association with 
ancock, Corfield & Waller Ltd. 


These two pictures show how (as was explained in the “Case History” 

in “Advertiser's Weekly,” June 10) the romance theme is being 

developed in Californian Poppy advertising. The job of partly 

hiding the girl’s face, at present performed by a fan, will, by the 
time Christmas arrives, be taken over by her own arm. 


How diploma students could have 
avoided failure in AA exams 


Some of the many failures in 
the Advertising Association dip- 
loma examinations would not 
have occurred if the students had 
availed themselves of the help 
and advice offered by the Adver- 
tising Association Diploma 
Students’ Circle, the chairman, 
F. W. Jefkins, claimed at the 
annual meeting of the manage- 
ment committee, yesterday (Wed- 
nesday). 

The Circle had helped its 
members in many ways during 
the past year, he said. In addi- 
tion to issuing its News Letter it 
had put provincial students in 
touch with the regional library 
system, and had obtained a 
number of publications, useful 
for study purposes, and mailed 
them to members. 

Pleading for an_ increased 
membership, Mr. Jefkins said 
that in the provinces there were 
at least 200 students who were 
experiencing difficulties which 
they could easily overcome 
through membership of the 
Students’ Circle. 


‘Providing the best 


creative climate’ 
The Art Directors Club of 
New York have announced the 
first recipients in a new series of 
annual awards to men and 
women who “while not them- 
selves art directors, have made 
outstanding contributions to the 
presentation of graphic art and 
design by encouraging art direc- 
tors to work in the best possible 

creative climate.” é 
y are: David Ogilvy, presi- 
dent of Hewitt, Ogilvy, Benson & 
Mather, Inc.; Henry R. Luce, 
president, Time, Life, Inc.; Frank 
Stanton, president, Columbia 
Broadcasting Co.; and Henry 
ne II, president, Ford Motor 


ILLUSTRATING 
THEIR SLOGAN 


A £200 entry-free double- 
chance photographic competition 
for John Joule & Sons, Ltd., a 
company of brewers, has been 
arranged by their advertisin 
agents, S. D. Toon & Heath Ltd. 
of Solihull. The competition is 
open until August 7. 

Two groups of three photo- 
graphs—-which must be capable 
of bearing the caption “By 
Joule’s It's Good”—will 
awarded prizes. The first group 
of three will be judged by a 
panel of experts, and the second 
— will be chosen by public 
poll. 


Guide to sample 
distribution 


A comprehensive guide to 
sample and circular distribution 
in Great Britain, both by per- 
sonal distributors and by direct 
mail, has been issued by Circular 
Distributors Ltd., of Liverpool 
and London. 

It includes a list of the num- 
ber of dwellings in all cities and 
towns, as supplied by the local 
rating authorities, followed by 
iables giving the number of 
houses in the United Kingdom 
where personal delivery can be 
effected and also the amount of 
direct mailing required in rural 
areas where house-to-house dis- 
tribution is not possible. The 
~~ delivery statistics show, 

th for marketing areas and for 
administrative areas, the number 
of dwellings, estimated number 
and percentage of those where 
distribution is effected, the num- 
ber of distribution teams needed 
and the time required. 

The book is available free. 


* 
rea gy & Dougall, 
consultants, organised a press y 
and fashion parade for Lowe, J. 
Mintz, outsize women's fashion 
design specialist. Feature 
“What's My Line?” with Lady 
Barnett, Pat Cutts, Gilbert Harding, 
David Nixon and chairman Peter 
Martyn. 
* 


o 
Five thousand copies of a leaflet 
has been distributed through news- 
agents in the don area giving 
details of a scheme whereby news- 
agents are able to become members 
of “Old Ben” by means of a small 
weekly charge to them on their 
wholesaler’s sheets. 
* * 7 
A party from the works school 
of the Aylesford Paper Mills of 
A. E. Reed & Co. visited Cad 
Hall, Hammersmith, the hea 
quarters of J. Lyons & Co. 


‘Perfect’ carton sought 
The perfect soap-powder carton 
which does not spill, topple over 


or rot in steam, is being sought by 
the British Standards Institution. 


* _ . 

The Wiggins Tea Group of 
papermakers has taken the leasc 
of the seven-storeyed building to be 
called “Gateway House” now being 
erected about 100 yards to the east 
of St. Paul's Cathedral, for use as 
their head office. 


* * - 

Cc. D. Jackson, of Time-Life 
International, New York, is making 
a special trip to England to address 
the Summer School of the British 
Rayon and Synthetic Fibres Federa- 
tion, at Christ Church, Oxford, on 
— 23. His subject is “Public 
Relations and the Man-made 
Fibres.” 

* he * 

Two new members of the Display 
Producers and Screen Printers Asso- 
ciation are: Olro Process Mounting 
Co., Ltd., Walthamstow, and Trym 
Display Services Ltd., Bristol. 

* 


* a 
Sea trials of the Baskerville, fifth 
and latest ship of the Newsprint 
Supply Company, take place next 
week. She will carry 58-59,000 tons 
of newsprint and will be put into 
the Canadian trade straight away. 


‘Women Can Make It’ 


The News Chronicle “Women 
Can Make It” exhibition opens at 
r. B. & W. Cockayne _Ltd., 
Sheffield, on Saturday. Closing 
date is Thursday, July 22. 

* 


publicity 


* 
A free, popes pocket booklet 
issu 


has been 
Stock-breeder, cal 
Farm Prices.” 


Farmer and 
a “Guide To 


* - - 

The first annual Hardware Trades 
Fair will be held at Royal Horti- 
cultural Halls, Westminster, Febru- 
ary 14-18, 1955. The organisers 
are Universal Exhibitions Ltd., 
London. 

* . * 

Group mag of Spicers Ltd. 
(paper makers and merchants, and 
manufacturing stationers) have risen 
from £312,790 to £608,278. Final 


— dividend of 84 per cent 
brings year’s divi to 11 per 
cent. 
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CREATIVE CIRCLE 


Brains trust verdict on 
outstanding copy 


The meeting of the Advertisin 
Creative Circle held last Seek 
took the form of a brains trust 
and the subject was “Copy.” 
meeting was crowded and not 
only because this was the first 
event at which women members 
were present. There was a very 
keen interest in the subject. 

The Brains were composed of 
Harold Stansbury, director, the 
J. Walter Thompson Co., Ltd., 
Cecil D. Notley, managing direc- 
tor, Cecil D, Notley Advertising 
Ltd., Philip Stobo, joint manag- 
ing director, S. H. Benson Ltd., 
and Francis Wilkinson, of Lever 
Brothers. In the chair was 
George Worledge, joint managing 
director, Alfred Pemberton Ltd. 

Asked to name an outstanding 


example of copy currently 
appearing in the press, the 
responses included: Gillette, 


Rose’s Limejuice, and Murphy 
Radio. Mr. Stansbury made the 
point that it was impossible to 
tell whether the copy was 
“outstanding” unless one knew 
whether it was, in fact, selling the 
product. 

Would any member of the trust 
engage Haslam Mills to write 
copy for a detergent was a 
question that drew a mixture of 
replies. Mr. Notley said that he 
would certainly engage Haslam 
Mills because he felt quite con- 
vinced that he would have moved 
along with the times and would 
be able to write first-class copy 
in the current idiom. 

Why is witty, elegant copy 
never found in advertisements 
offering free catalogues was 
another question. All agreed 
that this was because with some- 
thing to offer the reader, there 
was no need to do anything more 
than plainly set forth the offer. 
Only when there was nothing to 


Ad men at Readicut 


Wool luncheon 

This season's edition of Readi- 
cut Wool Co., Ltd.’s booklet on 
ns making and rug designs, 

led the “Book of Rugs,” was 
introduced to the press at an 
exhibition and luncheon at the 
Waldorf Hotel. The arrange- 
ments were made by Readicut’s 
agents, S. C. Peacock Ltd. 

Correspondents and representa- 
tives of the leading women's 
magazines and feature writers 
from the national newspapers 
attended, as well as advertise- 
ment managers and representa- 
tives from many publishers. Carl 
Brunning, managing director, 
S. C. Peacock Ltd., was among 
the guests from the agency. 

Mr, Brunning’s rother, 
Eugene Brunning, chairman 
Readicut Wool Co., Ltd. and 
F. A. Newhouse, a director and 
general manager, welcomed the 
guests. 


offer apart from the product was 
a more fancy copy style required. 

To the question “Need copy 
be good grammar?” one reply 
was that it should be “collo- 
quial”; another queried “Why 
not?” 

Is ar Ae becoming over- 
dependent research 
workers? To ‘this question the 
consensus of opinion was that 
research findings should certainly 
be taken into account when com- 
posing the copy but that it ought 
not to be allowed to clog inspira- 


tion. The slavish adherence to 
the findings of reading checks, 
maintain one member, was 
producing an unfortunate 


similarity in much contemporary 
copywriting. 


Tillotson works 


reorganisation 


Complete reorganisation of the 
newspaper office and works of 
Tillotsons Newspapers Ltd., is 
forecast in the annual rt of 
their parent company, Tillotson 
& Son, Ltd. This will be possible 
when the rinting company 
moves from remises which 
it shares with Tillotsons News- 
new printing 


ready by the end of October. 
The extension to the carton fac- 
tory at Liverpool is now com- 
plete. 

Group profits after taxation 
for the year ended March 31, 
1954, were £247,310 (£291,029). 


Business Efficiency 
Exhibition 

Scotland, where more than 
one-third of the British office 
machinery industry's output is 
now being made, is to the 
venue of the next regional Busi- 
ness oe & Exhibition being 
organised by the Office Appliance 
and Business Equipment Trades 
Association. 

The Exhibition will be held 
at the Waverley Market, Edin- 
burgh, from October 19-22. 


‘Libelle’ and ‘Les Bonnes 


Nouvelles’ 

The met paid sales figures for 
Libelle and Les Bonnes Nouvelles 
were stated incorrectly in an ad- 
vertisement which appeared in our 
issue of June 24. 

They should be: Libelle 127,633; 
Les Bonnes Nouvelles 171 500. 


CYCLE EXHIBITION 
leys & Hoffman Ltd. are 


again dling the national and 
vincial press advertising of the Cycle 
and Motor Cycle hibition in 


November, organised the British 
Cycle ~! Motor C 
and Traders’ 


Manufac- 
turers” 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENT 


RATES: APPOINTMENTS ANT, ~ 4%. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, Ry per dixptay 
classifications, 4s. = 45s. 

» cov 


Der per 
charge, one line plus ering postage, etc. 


advertisements under seven insertions MUST BE PREPAI Address “Advertiser's 
Weekly,” 180 Fleet Street, London, E.C.4. CiHAncery 0644 (Rx ». 
APPOINTMENTS VACANT 
Situations Vacant: “The engagement of persons answering these advertivements must 
be made through a Local Office of the Ministry of Labour or a 
Agency if the applicant ls a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless he or she, or the @mployment, is excepted the 


Experienced 


MAN Production 


experienced in hard-selling store 
advertising (particularly furniture) is 
required by one of the leading Lon- 
don agencies. He should be able on 
occasions to work fast in producing 
slick presentation roughs. A good 
salary awaits the right man. Write, 
giving experience, to : 


Box 8081 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE LAYOUT MAN, ex 
nm strong, powerful layouts for National 
Press, etc., wanted by London Agency 
Good prospects for the right man; 
holiday by arrangement. 
MAYfair 5026 (ex. 5). 


25% COMMISSION 


for SPACE SALESMEN capable of selling 


GUCHRIST STUDIOS LIMITED 
require 
Fully Experienced Artists 


sc and in Londen end Provinces 
RETOUCHING PHONE PADDINGTON 1623 
Phone Holborn 0481 for appointment 
ipecinens soquived, INFORMA RCH. 


TION AND RESEA 

First assistant t Information Officer 
required for leading London advertising 
agency. Good opportunity for young 
man or woman with cx in in- 
terviewing and the preparation of charts 
and market research reports. Prefer- 
ence given person =. a 
in journatieon or public 

Box 8075 Ad. Weekly 80 Fleet % BOS 


APPOINTMENT 
ABROAD 


Applications are invited for appointment to the 
staff of West Africa Publicity Lid. The post offers pro- 
gressive career to young man (under 28) with initiative 
and character, who must have general advertising 
experience and grounding. 

Commencing salary will be commensurate with 
qualifications, with free passages, free furnished 
quarters, generous family and other allowances, medical 
attention in Africa and Pension Fund facilities. 


LAYOUT VISUALASER required to join 
creative section of a Wem End Agency. 
He should have good design sense and 
be capable of producing slick presen- 
tation roughs for client. Interesting 
and varied work ees as arranged 
and a five-day week 
Box 8087 Ad Weekly 180 Fleet & BO4 


Apply in the first instance with full details of 
personal history, to: 
EXPORT ADVERTISING SERVICE LTD. 
22 OLD BOND STREET, W.1 
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CLASSIFIED ADVERTISEMENTS | 


-ouTDOOR ADVERTISING 


an expert 


APPOINTMENTS VACANT 


from the 
Notification of Vacancies Order 1952.” 


Situations Vacant: “The engagement of persons answering these advertisements must 
Required at once | be made 


Employment 
ae epee 9S 8 ae Se Eee & © women Gane Em Samie 
or she, or the provisions 


SITE SPOTTER 


For Essex 


Good prospects for the right man. 
Car an advantage. Write with full 
particulars and terms to: 


Box 8065 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED young male lettering 
artist for letterpress reproduction, 40- 


hour week, No Saturdays. Phone or 
write for appointment, James Kerr 
Sudio, 17 Fournier Sweet, £.1. 


Bishopsgate 1862, 


MANAGING EDITOR 


REPLY GIVING FULL DETAILS TO: 
Box 8082 


OUTDOOR ADVERTISING ORGANISATION REQUIRES A 
PERSONAL ASSISTANT 


at Director level. Salary will be commensurate with 
experience and ability, and on a progressive scale 
to an applicant who shows real interest in the work 
and determination to qualify for a Directorship. 
Must be under 35 years of age, of good education 
and appearance with a pleasing personality, and 
must not be afraid of hard work and long hours. 


Advertiser's Weekly 180 Fleet St London EC4 


with first-class record and outstanding RETOUCHER 


ability, required for Good Class Women's 
Monthly Magazine. Must heve ali round 
experience in lay-out, production, and 


Street, E.CA. 
4325. 


REQU 
Cheesman’s Art Service Lid., 131 Fleet 
Telephone: CENtral 


TRED. Apply 


capable of original and bright ideas. 
Excellent terms will be offered to the right 
person. Write in confidence giving full 
particulars to: 
Box 8071 
Advertiser's Weekly 180 Fleet St EC4 


ment menagership of 
period. Tr 


JUNIOR LAYOUT ARTIST REQUIRED 
(male or female) as assistant 10 Designer 


ADVERTISEMENT REPRESENTATIVE 
Opportunity for young, keen space salesman 
to join old-established trade weekly and 
flourishing monthly. Probability of advertise: 


press experience helpful but 
not essential. Write fullest details of career. 


Fishing News,’ 68 Victoria St., $.W.1. 


initiative Sudio siwated N.W 

convenient Stanmore /Met 
Line, 8, 46 and 52 b rite 
Stating age, ex and salary 
required 


Box 8034 Ad, Weekly 180 Fleet St BC4 


monthly efter trial 


in Advertising and Printing. Finished 
art not essential, Write, stating age and 
experience, if any. Commencing £4 10s. | 


pw } 
Box 8091 Ad, Weekly 180 Pleet & BC4 | 


subjects. Holiday 


RETOUCHERS, £750 pa. 
lished London Studio, Used mechanical 


stand. Details of experience please, to 
Box 8086 Ad, Weekly 180 Fleet St BC4 


For Estab- 


arrangements may 


LEADING 
LONDON 
AGENCY 


has vacancies for 


We require 
AN EXPERIENCED 
LETTERING AND 
GENERAL ARTIST 


We offer 
ideal working conditions in 
small West End Studio, and 
top salary to right man. 


CREST PUBLICITY LIMITED 
76 NEW BOND STREET, W.1. 
Grosvenor 3026/7 


MARKET KESEARCH. A icading West 


End Advertising Agency who are in- 
creasing their Marketing Research 
activities, require an Assistant for their 
Market Research Deparument. The suc- 
cessful applicant will have a sound 
educational background, some previous 
experience in this field, and a know- 
ledge of modern research techniques. 
Write, giving full details of age, experi- 
ence and salary expected, to 

Box 8113 Ad. Weekly 180 Fleet St BC4 


ALFRED PEMBERTON LIMITED 
require a 


JUNIOR 
TYPOGRAPHER 


Applicants must have practical 


Agency experience and be capable 


of working on their own initiative. 


Wf you qualify and are seeking a 


change, write to us about yourself. 


93 PARK LANE - LONDON - 


W.! 


capable and efficient 
staff with previous 
agency experience as: 


1. Typographer 
and Layout 
Artist 


2. Print Buyer's 
Assistant 


Write, giving details 
of experience, age and 
salary required, to; 
Box 7967 
Advertiser's Weekly 180 Fleet St EC4 


LONDON COUNTY COUNCIL 
London Schoo! of Printing & Graphic 
Arts. Department of Design 


PART-TIME TEACHER OF 


PHOTOGRAPHY 
(6/10ths week) 


Sound k ledge of photographi nal 
with professional experience in making 
photographs for printed advertising and 
interest in experimental work. Salary at 
present £645.12 to £742.16 (6/10ths of 
£1076—£1238) Burnham scale for senior 
lecturers Application 

Principal at Back Hill, E.C.1. Closing 

date 3ist July. (738) 


PUBLICITY ASSISTANT. Young man 


required for Group Advertising Depart- 
ment of British Tyre & Rubber Co., 
Lid. (S.W.1 area), The work includes 
the origination and preparation—ideas, 
copy, layouts, etc.—of technical and 
trade press advertising, sale-print, and 
point-of-sale material, the detailed 
supervision of production and the de- 
sign and organisation of exhibition 
stands. Previous practical experience 
of these activities esential. Good 
salary and prospects. Pension Scheme. 
Write in the first instance, giving par- 
ticulars of age and experience, to the 
Group Personnel Manager, Herga 
London, 


LADY CLERK required for London Ad- 
vertising Agency (Nr, Holborn Circus) 
in the accounts section of Production 
Dept. Must be a good writer, quick at 


figures, and able to type. Agency 
experience an advantage. Age 28-35. 
5-day week, Pension Scheme. Tele- 
phone SECY for appt., CENtral 6481, 
or write 


Box 8076 Ad, Weekly 180 Fleet St BC4 


YOUNG LAYOUT ARTIST 
required by 
STEPHENS ADVERTISING SERVICE LTO. 
11 Mew Court, Lincein’s inn, W.C.2 
2-3 years’ Agency experience essential and 
ability to produce good slick leyouts, 
adaptations and some finished work. 


Apply to STUDIO MANAGER 


A YOUNG LADY between 23-26 years 
required as production assistant. Only 
those able to work on own initiative 
on group of accounts should apply. 


want an experienced 


IDEAS AND 
COPY MAN 


to work on consumer and technical 
accounts in collaboration with 
account executives and clients. 
Rough visuals desirable. The 
successful applicant will be given 
plenty of variety and scope. Age 
25-35. Write for appointment. 
(marking envelope “Confidential”’) 
or phone to: 


W. H. GOLLINGS & ASSOCIATES 


LIMITED 


Cite | es 94 es 
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CLASSIFIED ADVERTISEMENTS 


ASSISTANT T0 
ADVERTISING MANAGER 


required for busy department. 
Agency experience preferable, age 
25, general knowledge of all 
forms of advertising with some 
administrative background. 


Publicity and Fashion Executive 
requires 
YOUNG ASSISTANT 


with Journalism or Copywriting experience 
for Press Relation and Promotion work, and 
fo assist with house magazine. 


ond able to tie up nuts end bebe os wel 
as to originate ideas. 
Commencing salary from £500, according 
to experience. Full details in confidence to: 
Box 8098 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO PUBLICITY MAN- 
AGER of rapidly expanding radio and 
television organisation required at Head 
Office in Swindon. Experience of lay- 
outs for press advertisements, leaflets, 
and brochures, etc., desirable. Artistic 
ability essential. D.A.A, an advantage. 
Good salary and excellent prospects to 
suitable applicam, Full details of age, 


Manager, Relay Exchanges Lid., 
Rodbourne Road, Swindon. 


WANTED 
A keen energetic lady 20/35 
required as 


OUTDOOR ADVERTISING 
REPRESENTATIVE 


for old established high class 

independent weekly magazine. 

Write stating experience and salary 

required. All replies treated in 
the strictest confidence. 


Box 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR ASSISTANT required by Ad- 
vertising Department of large 
cering group in the North-West. There 
are good prospects for a man between 
25 35 of age who can 


literature. Working conditions are 
comfortable, holidays generous and a 
pension scheme is in operation. Salary 
according to experience bur not less 
than £600 p.a. Full details to Adver- 
tising Manager, P.O. Box 31, Stock- 
port, Cheshire. 


you enjoy personal contacts with 
Artists and Art Directors, have had 
practical experience of visualising 
and typography, have a flair for 
administrative detail, and like a 
lot of hard work in friendly sur- 
roundings, we invite you to 
contact us. 

This is @ junior appointment with 
big potentialities. The successful 
applicant will work in close liaison 
with the Managing Director 


Please telephone for an appointment. 
HYDE PARK 9941 


ARTIST PARTNERS LTD. 
44a Dover Street, London, W.1. 


CONFIDENTIAL SECRETARY wanted. 
Shorthand necessary but less important 
than a pleasant personality and interest 
in staff matters. Integrity and dis- 
cretion essential. 


Write full details to 
Box 8056 Ad Weekly 180 Fleet St BC4 


YOUNG MAN 


under thirty with experience of 
advertising or sales promotion to 
train for executive position in 
trade association. 

Commencing salary £400 pa. 

Write with full particulars of 
education, experience, age, etc., 
to: 


Box 8109 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN (20-22) 
required for West End Agency. Must 
be experienced in ordering blocks, 
typesettings, etc. Write, — age, 
experience and salary requ 
Box 8116 Ad. Weekly 180 Piece St BC4 


A good all-round 
GENERAL ARTIST 


who can handle retouching as well as do 
so and control e small group of artists. 
Pleasant position with London Studio. 


Box 8083 
Advertiser's Weekly 180 Fleet St EC4 


DESPATCH AND RECORDS CLERK 
required for busy West End Agency. 
Knowledge of blocks, artwork and 
photographs an advantage but not 
essential, Good salary, fivedlay week. 
Write, stating age, experience, salary 
required, 

Box 8088 Ad. Weekly 180 Fleet St BC4 


Experienced 
ADVERTISEMENT 
REPRESENTATIVE 


required 
for Liverpool and District 
Old established media. 


Write stating age and particulars. 
Salary, commission and expenses 
Box 8116 
Advertiser's Weekly 180 Fleet St EC4 


SPACE REPRESENTATIVES required by 
publishers of Town Guides, Maps, Road 
Safety and Industrial Hand Books, etc. 
Only fully experienced men should 
apply, showing records of past carnings. 


Batiste Publications Lid., 20 Bedford . 


Street, W.C.2. Covem Garden 2811. 


' 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


RCN 


invite applications from 


visualisers 
and 


copywriters 


Visualisers (men and women) in early or mid 
career, with confidence in their ability and 
some grounds for it, are invited to apply in 
writing to the Art Director, stating their back- 
ground experience but without, at this stage, 
sending specimens. 

Male copywriters with one or more years’ 
experience, who thoroughly appreciate the 
difference between copy and copying, are in- 
vited to write to the Creation Director, stating 
experience and general bent and accompany- 
ing the letter with some examples of their 
work both in and outside advertising. 

All information received will be treated in 
confidence and interviews promptly arranged. 

People sought in both categories are those 
capable of accepting growing responsibility. 


RUMBLE, CROWTHER & NICHOLAS LTD 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Exceptional 


Opportunity for an 
EXCEPTIONAL 


Account Executive 


Jury 8, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


“The engagement of persons answering these advertivements must 
be made through » Local Otice of the Biinktry of Labour er 8 


London Publishing House. Salary plus 
commission. Write giving full details, age, 
experience, etc., to: 

Box 8099 


Advertiser's Weekly 180 Fleet St EC4 


(Male) able to do slick finished roughs from 
visuals, and some finished artwork. Salery 
starting £500 pe. rising with level of 
proven ability. ‘ 
Box 8110 
Advertiser's Weekly 180 Fleet St EC4 


LIVELY MINDED YOUNG VISUAL- 


presentation. 
Five-day week 
Write or ‘phone, Art Director, Reid 
Walker Advertising Litd., Salisbury 
Square House, Fleet Street, E.C4. 
SPACE SALESMAN. Leading Technical 
journal, view to Management, must pro- 
duce first-class references. Salary, com- 
mission, expenses, superannuation. 


The man we want may not exist. He’s 
that good! Specifically— 

He is a man around thirty with a 
pleasing, positive personality. 

He is agency-trained and has had 
several years’ experience as Account 
Executive on nationally advertised 
consumer goods. 

He has a working knowledge of 
retailer and consumer panels, and 
understands and can write reports on 
marketing and merchandising. 

If you’re this man, please write and 
tell us why, outlining your background 
and experience. 


Salary and prospects to match the man ! 


Box 8093 Ad. Weekly 180 Pleet St BC4 


SHORTHAND.-TYPIST for Advertisement 
Department of established periodicals. 
No Saturdays. 

Box 8095 Ad. Weekly 180 Fleet St BC4 

CAPABLE SECRETARY for Advertise- 
ment Manager of important group of 
periodicals. “Copy” experience useful. 
Box 8094 Ad. Weekly 180 Fleet St EC4 


Technical Periodical Publishers require 
services of an 


Experienced Space Salesman 


Must have proven sales record and = 
and 


CENTRAL ART 


urgently require for the follow- 

ing staff appointments .. . 

1 Top line Retoucher 

2 General artists 

2 Improvers 

Ideal conditions. 
Write or ‘phone for appointment 
Mr. ®. TREBLE, CENTRAL ART 


309 OXFORD ST., W.1 
Phone: MAYfair 8907 


ADVERTISEMENT REPRESENTATIVE 
required for important home and over- 
seas media. Willing travel. 

Box 8096 Ad. Weekly 180 Fleet St BC4 

EXHIBITION STAND DESIGNER with 
Practical approach and ability to super- 
vise execution of his designs, is required 
w develop an established display 
organisation in association with a lead- 
ing advertising agency. Write, stating 
age, experience and salary required, to 
Box 8092 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED PRODUCTION ASSIST- 
ANT (male or female) = by 
West End Advertising Age 
Box 8072 Ad. Weekly 180 "Fleet St BCA 


Box 8108 Advertier’s Weeki 180 Piet St 6C4 


ADVERTISING MANAGER required by 
large national advertiser. Applicanis 
must have knowledge of pres, outdoor 
advertising and administration. Candi- 
date should be preferably 40 years of 
age or over and must have wide experi- 
ence. Salary in the £2,000/£3,000 range 
according to qualifications, Applica- 
tions, giving details of experience, age. 
education and qualifications, which will 
be weated in confidence, should be 


made to 
Box s14 Ad. Weekly 180 Fleet St BC4 


First-class 
LETTERING ARTIST 
required 
Ability to do small lettering essential. 


VALE STUDIOS LTD. 
2 HARRINGTON ROAD, SOUTH KENSINGTON 


MARKET RESEARCH ASSISTANT 
required by large industrial company 
near London. Salary according to age 
and experience. Pensionable post. 
Applications are invited from gradu- 
ates, preferably in Economics, who 
have a minimum of three years’ experi- 
ence in market research work. or 
stating age, tions 


experience to 
Box 8026 Ad. Weekly 180 Fleet St BC4 


The Managing Director 


FOOTE, CONE & BELDING LTD 


27 Hitt Street, LONDON, W.1 


would be an advantage. 


fast growing Agency. 


team up w 


WE ARE LOOKING FOR ANOTHER 


EXECUTIVE 


The man we want will be young energetic and enthu- 
siastic. Whilst he will have a general all-round knowledge 
of advertising he should have a special aptitude for 
writing. An interest in technical and agricultural subjects 


We do not want the man who is already at the top, we 
want someone who is ready to develop quickly with this 


ee ees oe ee ee Oe 


All replies will be treated in strict confidence. 
Please WRITE in first instance. 


TIBBENHAM PUBLICITY LIMITED 


Incorporated Practitioners in Advertising 
244 High Holborn, London, W.C.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


There is some 
interesting work 
waiting for a 


VISUALISER 


in a London agency whose staff 
are well aware of this advertise- 
ment. 

The job will be filled by a 
young man, say 25-30, who has 
some creative ideas of his own. 

He will have had sound train- 
ing on national accounts and — this 
is very important—he will have 
realised long ago that typography 
is a vital part of advertisement 
design, not merely something to 
be brushed off on to another de- 
partment at the eleventh hour 

if the above is a good descrip- 
tion of you, you would be well 
advised to write—giving full details 
of age, experience, salary 
required —to: 

Box 8111 
Advertiser's Weekly 180 Fleet St EC4 


MILLS & ROCKLEY LTD. require ex- 
perienced representative for silkscreen 
printing and display manufacturing for 


Essex and part London, Permanent 
position on salary and commission 
basis, car provided or car allowance, 


staff pension scheme, etc. Apply in 
confidence, giving age, details of pre- 
vious employment, territory covered, to 
Mills & Rockleys Ltd., Production 
Division, Eastern Group, Crown Street, 
Ipswich. 

PRODUCTION ASSISTANT required for 
advertising agency in Glasgow to handle 
Traffic of artwork, blocks, etc. Must 
have experience. Age 21 to 26, 

Box 8090 Ad. Weekly 180 Fleet St BC4 

PRODUCTION ASSISTANT  Gunior 
Male) required in Advertising Depart- 
mem of large motor accessory manu- 
facturers in London, Age 18-21, some 
knowledge of print, blocks and type- 
setting an advantage, but willingness 
to learn and work is much more 
important. 5-day week, cameen, 
holiday arrangements honoured. An 
excellent opportunity for an intelligent 
person completed National Service 
Box 8117 Ad. Weekly 180 Pleet St BC4 

ADVERTISEMENT REPRESENTATIVE 
required to develop existing Chamber 
of Commerce Journals in the Potteries 
and other Midland towns, Previous 
selling experience essential, though not 
necessarily for space. Salary, commis- 
sion and expenses, Pension scheme after 
period of satisfactory service. Full 
details of experience w Bemrose 
Publicity Company Litd., Wellington 
Street, Derby. 

MONTHLY MAGAZINE (specialised) 
will take space salesman on expenses 
and commission basis Reply 
Box 8073 Ad. Weekly 180 Pieet Si BC4 

LETTERING ARTIST (female) for black 
and white drawings, capable reading 
blue prints, W.1. area State age, 
salary required 
Box 8057 Ad. Weekly 180 Fleet St BC4 

PRODUCTION. Young man required to 
join the print production staff of a 
busy West End Agency. He should 
have sound knowledge of process work 
and type faces. Interesting work, five- 
day week and holidays as already ar- 
ranged 
Box 8089 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT securing representa- 
tive wanted by large Indian publisher. 
Write with terms Indian Trade 
Development Society, Calcutta 16. 

ASSISTANT ADVERTISING MANAGER 
for weekly trade journal. Must be good 
space salesman Age, experience and 
approximate remuneration expected, to 
Box 8074 Ad. Weekly 180 Fleet St BCS 


APPOINTMENTS VACANT 


_— 
ARTIST REQUIRED 


Capable of Good Finished Drawing and 


LAPP OReen ts WANTED 


———— SSS 


COMMERCIAL TV 


Amer trained Commercial Television 


Lettering, preferably with 9g 
experience. 
Write, or phone Studio Manager 
A.7.A. ADVERTISING LTD. 
141 New Bond Street, London, W.1. 
Grosvenor 6744 


ARTIST required in Publicity Department 
of Group of progressive enginecring 
Companies. General all-round ability 
for roughs and finished work. Experi- 
ence in technical work desirable. 
Excellent conditions in pleasamt sur- 
roundings, Write to Personnel Manager, 
Dowty Group Limited, Cheltenham. 

SENIOR ESTIMATOR wanted by the 
Exhibition Contracting Department of 
Olympia, Age 25-40, Preferably with 
some knowledge of exhibition work. 
Details of age, previous experience and 


salary required to Estates Manager, 
Olympia Lid., W.14. All applications 
will be dealt with in the strictest 
confidence 


WOMAN ASSISTANT for the editorial 
staff of monthly magazine covering the 
children’s wear and associated in- 
dustries. Previous experience in the 
trade field essential. Details of quali- 
fications and salary required, to 
Box 8058 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST REQUIRED for ad- 
vertisemem roughs and finished work 
for wchnical and trade papers. Salary 
£350-£400. Reply in writing, stating 
age and experience and enclose not 
more than six specimens, to Stiff 
Director, Morgan Brothers (Publishers) 
we, 28 Essex Street, Strand, London. 

<2. 


APPOINTMENTS WANTED 


a 


YOUR MARKETING PROBLEMS SOLVED | 


Fresh ideas often supply the answer. A man 
of exceptional experience, strongly recom- 
mended by firms of highest repute, offers 
his services as Consultant or for special 
duties relating to: advertising, sales, copy, 
editorial, staff training, negotiation, public 
relations. Fees by arrangement. 
Box 8100 Advertiser's Weekly 180 Fleet St EC4 


ARRIVING FROM SOUTH AFRICA 
in August, young man 21 years old, 
seeks position in advertising agency as 
junior copy-writer or copy-contact man. 
Three years South African advertising 
experience. English public education 
London University matric, Prospects 
not remuneration the main salient. 
Interested persons please write— J. H. 
Growse, 16 Muir Road, Mill Park, 
Port Elizabeth, South Africa, 
SECRETARIES 

Agency, 67 

HUNter 9951/2/3. 

YOUNG REPRESENTATIVE, London 
and provincial experience, secks pro- 
gressive position with good newspaper, 
preferably West of England 
Box 8059 Ad. Weekly 180 Fleet St BC4 


AUSTRALIAN over 40, University educated, many 

years England, Ex. R.A.F.V.R, Officer, avsileble 

from present employment end August or perhaps 

earker, inv tes interview (rom organisation requiring 

SPACE SALESMAN OR CONTACT MAN. London 

area preferred Used internewing principals 
® ble salary and ' 


Box 8101 
Advertiser's Weekly 180 Fleet St EC4 


TM FREE «a Supervisor-Inspector- 
Inquiry Chaser or Rep. on 8. Coart 
(residing Hove), 45, car owner, enthu- 
siastic in “follow ups" with concise 
reports 
Box 8104 Ad. Weekly 180 Fleet St BC4 

CARTOONIST desires free lance or full 
time work. Six years’ experience. Any 
type cartoon, 

Box 8077 Ad. Weekly 180 Fleet S BC4 

PRODUCTION /PRINT BUYING. Over 
17 years’ all-round practical experience 
including selling, liaison, estimating, 
blocks, cic. Man, 38, seeks change, 


Write 
Box 8062 Ad. Weekly 180 Pieet St BC4 


Consultant offers services to agencies and 
advertisers. 
Box 8085 

Advertiser's Weekly 180 Fleet St EC4 


FILM EXPORT. Salesman and —- 
publicist secks change 
necessarily in present industry. 
Box 8060 Ad. Weekly 180 Fleet St BOS 


EXPERIENCED FASHION and General 
Artist requires post in London studio. 
Box 8061 Ad, Weekly 180 Fleet St BOS 


EXPERIENCED SPACE SALESMAN 
with proven records and highest in- 
tegrity, secks similar situation. 

Box 8063 Ad. Weekly 180 Fleet St BC4 


YOUNG LADY, art school ‘_o—— and 


some display experience, seeks position. 
Box 8103 Ad. Weckly 180 Pleet St BC4 


FREE LANCE SERVICES 


Freetance 
FIGURE ARTISTS 
required for first-class magazine work and 
general iMustrating. 


VALE STUDIOS LTD. 
3 HARRINGTON ROAD, SOUTH KENSINGTON 


FASHION DRAWINGS: Line, 2 ens; 
Wash, 3 ans. Speedy service. Agents 
invited. Gray, 16 St. Nicholas Street, 
Scarborough 

FREE LANCE Retouching Service re- 
quired Swdio space available if 
required 


Box 8105 Ad. Weekly 180 Pleet St BC4 


MAPS designed for all 
purposes. 
Box 8097 Ad, Weekly 180 Fleet St BO4 


LAYOUT ARTIST (Bx. Pig.) 
in folders and brochures, 
missions. 

Box 7801 Ad, Weekly 180 Flee: Si BC4 


IT’S YOUR MONEY WE'RE AFTER, 
but in return we offer you the finest 
copy, layout and finished artwork ser- 
vice you could wish for 
Box 8068 Ad, Weekly 180 Fleet St BC4 


STUDIO MANAGER of famous London 
Agency requires free-lance work, Press 
or print. Quick, slick visuals, expert 
taal quality design and illustra- 
t 


Box 8069 Ad, Weekly 180 Piece: St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISING CONSULTANT can sow 
handle two or three more accounts. 
Box 8042 Ad. Weekly 180 Fleet St BC4 


COMMISSIONS waiting for top fight 
figure artists. w. P 
Age, Bartholomew 


5,000 NEW NAMES AND ADDRESSES 
of expectant mothers available every 
month w National Advertisers and 
others interested in marketing w this 
fleld For details of costs write 
Box 8064 Ad. Weekly 180 Fleet Si: BC4 


FOOTBALL POOL RESULTS forecaster. 
Fits waistcoat pocket. Used by millions 
weekly, Unique advertising device 
Box 8065 Ad, Weekly 180 Pleet St ive) 


and drawn 


61 


GROWING PAINS. Small but expand- 
ing firm of display and exhibition con- 
tractors requires additional capital- 
£3-44,000, with or without active par- 
ticipation. Strictest confidence observed. 
Rox 8066 Ad, Weekly 180 Fleer St EC4 


Agent 
Ret. 


ADVERTISING (space selling) 
required by weekly magazine 
fee and good commission. 

Box 8067 Ad. Weekly 180 Pleer S BC4 


| 
| 
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‘Phone your Classifieds to CHA 8844 (Ex 25) 


DESK SPACE AVAILABLE 


In London's lightest Studio 
W.1 AREA 
right in the thick of it! 
WORK AVAILABLE IF REQUIRED 


30/- per week including tea and 
telephone. 


STATE TYPE OF WORK 


" Box 8084 
Advertiser's Weekly 180 Fleet St EC4 


Office accommodation 
Good 


FPREE LANCE? 
offered near Dorchester Hotel, 
telephone service 
arrangement, £2 p.w. be 

OFFICE ACCOMMODATION suitable 
for free lance designer, Central 
area, Typewriter, telephone (messages 
taken), 25s. per week 
Box 8107 Ad. Weekly 180 Pleet St BC4 


FOR ARTIST. Large Room two let in 
W.1 Agency, moderate rent, light, 
heat, phone and reception, Sulit one 


or more artits who would be given 
some work. Phone: WELbeck 8769. 

OFFICE ACCOMMODATION, — Single 
furnished room required by old estab- 
lished firm of primers, Hssential that 
telephone messages can be taken 
absence of occupier, West End of 
London preferred. 
Box 8070 Ad, Weekly 180 Pleet St 1104 

1,070 SQUARE FEET available shortly at 
Quality reat Quatiy Coun, Chaveery 
Lane, W.C.2, at presem occupied by 
Crane Publichy Lid. Can be viewed 
any time, 

OFFICE TO LET in the Printivg area 
(Nr. Finsbury Square) in Printer’s bulld- 
ing, for commercial artitt, Reasonable 


rent 
Box 8078 Ad, Weekly 180 Pieet St BOS 
OFFICE SUTTE, 4-5 rooms, tequired in 
Fleet Street area 
Rox 8079 Ad. Weekly 180 Pleet St BCS 


PRINTERS 


| SERVICE 10 PRINT ‘BUYERS! | 
Our fecilities in typesetting, letterpress: 
mechining, binding and direct mailing, 
will more then recompense your interest 
in sending us en enquiry. 
LINCOLNSHIRE CHRONICLE 

General Printing 

Woterside North, Line 

Telephone 


1 Uncoln 666 


OLD ESTABLISHED, well-equipped 
firm of Printers with solid reputation 
for good class work end prompt 
service, has capacity for anall monthly 
journals. Enquiries promptly at 
to. Telephone: Bishopsgate 0681 oF 
write to Lynn & Co, (Printers) Led., 
7/9 Princelet Street, London, £.1. 

LITHOPRINT LTD. offer capacity for 
printing on R.K.L. and R.30 rotoprint 
machines. Art work and plates: under- 
taken on premises Address: 
Bedford Hill, 8.W.12. BAL. 9368 


SALES AND WANTS 


MILFORD-ASTOR 
AUTOMATIC PRINTING UNIT 
current model complete with all 
accessories. Makers full guarantee 
and service are transferable to the 
purchaser. The machine is virtually 
new and is ideal for the printing and 
production of Point of Sale material. 
Box 8102 
Advertiser's Weekly 180 Fleet St EC4 


BURROUGHS ADDING MACHINE. 
Line column, Hand Operated, Good 
condition. 

Box #106 Ad. Weekly 180 Pieet St BC4 
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Tuurspay, Jury &, 1954 


S. a copy 
52/6 a year 
Post free 


55/- (overseas) 
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The volume of Display advertising in 
“ THE STAR” from Jan.—June 1954 
increased by 15,883 inches over the 
same period of 1953 (44%). 


The increase in Classified advertising 
over the same period was 6,505 inches 


(44%). 
“THE STAR” records, for the first 


half of this year, the greatest increase 
in advertising volume of any London 
evening newspaper. 

Forward bookings are correspondingly 
heavy. Advertisers who decide to 
take advantage of the ever increasing 
popularity of our advertising columns * 
are advised to notify us of their 
requirements as early as possible. 


ROY CLARK, Advertisement Director 
THE STAR BOUVERIE STREET 


* “THE STAR” offers the lowest rate per inch 
per thousand of any London evening newspaper. 
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STOP PRESS 


IPA SURVEY 
OUT NEXT WEEK 


The Institute of Incorporated 
Practitioners in Advertising’s 
national readership survey will be 

ublished on July 14, price £10 10s, 
‘he survey will be reviewed in our 


| next week's 


NEW AGENCY 


| Bennett Milne agency will be the 


only advertising agency in Canada 
whose ownership is predominantly 
British, Robert Freeman claimed ut 
the luncheon. 

Paying tribute to the help re- 
ceived from Sidney Garland and 
Leonard Garland, Mr. Freeman re- 
vealed that P.F.B.M. would repre- 
sent the Garland agency in Canada. 

J. P. Van den Bergh, a director 
of Unilever Ltd. said that the 
agency would be a very real help to 
manufacturers in this country. 


PPA ELECTIONS 


At the annual meeting 3 of 
Periodical Proprietors Association, 
Claude E. Wallis (llifle & Sons 
Ltd.) was unanimously re-elected 
president. 

Alan G. Agnew (Bradbury, 


| Agnew & Co., Ltd.) was elected a 


vice-president, and the following 
were also re-elected vice-presidents: 
Sir Frank Newnes (George Newnes 
Ltd.), Sir Robert Evans (Evans 
Brothers Ltd, W. C. Nisbett 
(IMustrated Newspapers Ltd.), Sir 
Austin Hudson, .P. (Morgan 
Brothers (Publishers) Ltd.), H. C. 
Tingay (George Newnes Ltd.). 

Cc. S. Morris (George Newnes 
Lid.) was unanimously re-elected as 
chairman of the Council of the 
General Periodical Press, and L. R. 
Mason (Machinery Publishing Co. 
Ltd.) as chairman of the Council 
of the Trade and Technical Press. 


DEATH OF G. E. BYLES 


The death has occurred, follow- 
ing an operation, of George Edwin 
Byles, in his 7ist year. He started 
his advertising career over 50 years 
ago, serving first with Thrower's, 
then with S. H. Benson Ltd., and 
C. Mitchell & Co., Ltd. From 
1944 he was in business on his own 
account as London representative of 
a number of overseas journals. He 
served in various capacities during 
the 38 years he was with C. 
Mitchell & Co., Lid., but he will 
be most remembered as overseus 
spacebuyer. 

New monthly “G News,” 
to be blished from %. ptember 
by A. 8S. O'Connor & Co., Ltd., 
will be distributed free on «4 con- 
trolled circulation to 15,000 
grocers. 


Published by the Proprictors, BUSINESS PUBLICATIONS Litd., at their office at 180 Fleet Sureet, London, E.C.4. (Phone: Chancery 8844) 
July 8, 1954. Printed 


in England by Keliher, Hudson & Kearns Ltd., 15-17 Hatfields, London, $.B.1 
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